Montana Tourism: 2010 Review and 2011 Outlook by Nickerson, Norma P.
University of Montana 
ScholarWorks at University of Montana 
Institute for Tourism and Recreation Research 
Publications Institute for Tourism and Recreation Research 
1-1-2010 
Montana Tourism: 2010 Review and 2011 Outlook 
Norma P. Nickerson 
The University of Montana- Missoula 
Follow this and additional works at: https://scholarworks.umt.edu/itrr_pubs 
 Part of the Economics Commons, Leisure Studies Commons, Recreation, Parks and Tourism 
Administration Commons, and the Tourism and Travel Commons 
Let us know how access to this document benefits you. 
Recommended Citation 
Nickerson, Norma P., "Montana Tourism: 2010 Review and 2011 Outlook" (2010). Institute for Tourism and 
Recreation Research Publications. 278. 
https://scholarworks.umt.edu/itrr_pubs/278 
This Report is brought to you for free and open access by the Institute for Tourism and Recreation Research at 
ScholarWorks at University of Montana. It has been accepted for inclusion in Institute for Tourism and Recreation 
Research Publications by an authorized administrator of ScholarWorks at University of Montana. For more 
information, please contact scholarworks@mso.umt.edu. 
InstituteIB forourism and
Recreation esearch
College of Forestry and Conservation 
32 Campus Dr. #1234  
University of M ontana  
Missoula, M T 59812
Phone: 406 .243 .5686  
w w w .itrr.um t.edu
MT TOURISM 
2010 Review; 2011 Outlook
Results by State, Region, and Business
w .
Norma Nickerson, Ph.D.
R esearch R ep o rt 2 0 1 0 7  
D e c e m b e r 2 0 1 0
This report was funded by the  Lodging Facility Use Tax
Copyright ©  Institute fo r Tourism and Recreation Research. All rights Reserved
-
Executive Summary
A web-based survey was adm inistered October 20-21, 2010 to  all tourism  business owners and managers represented in 
the  M ontana Vacation Planner as well as attendees to  the  2010 Governor s Conference on Tourism. The purpose of the  
survey was to  assess the change in visitation from  2009 to  2010 and to  project visitation fo r 2011. There w ere  357  
respondents representing accommodations, attractions, tour and guide operations, tourism  and event planners, and 
tourism  prom oters.
Overall quantitative results indicate th a t 61 percent of business owners had an increase in visitation in 2010, 23 percent 
had a decrease and 15 percent stayed the  same as 2009. Tourism businesses th a t experienced an increase cited repeat 
visitors (55% ), better m arketing (46% ), and affordability o f w hat was offered (40% ), as reasons fo r th e ir increase. The 
state o f the U.S. econom y (85%) was cited by many businesses as a reason fo r th e  decrease in visitation, as well as few er  
leisure travelers (42% ). The m ajority (65%) of tourism  businesses do not intend to  expand, change, or sell the ir business 
in 2011.
For 2011, 55 percent o f tourism  businesses are expecting th e ir visitation to  increase com pared to  2010 w hile 37 percent 
believe th e ir visitation will rem ain the same. Eight percent th ink th e ir visitation will decrease. The top reasons cited fo r 
expected positive numbers in 2011 include repeat business, increased bookings and inquiries, and a gradual increase in 
business. The U.S. econom y was expressed by 78 percent of businesses believing a decrease was in order fo r 2011. This 
is verified by 59 percent of businesses w ho say th e ir bookings are down for 2011. Forty eight percent of th e  businesses 
are expecting few er leisure travelers in the  upcoming year.
Differences em erged in visitation trends fo r 2010 and expected trends for 2011 by travel region and business type.
Region and Business Category Visitation in 2010 Expected Visitation in 2011
Increased Decreased Remained  
th e  same
Expect an 
increase
Expect a 
decrease
Remain
same
Travel Region
Glacier Country 65% 16% 20% 45% 5% 50%
Yellowstone Country 65% 24% 12% 61% 6% 33%
Gold W est Country 59% 29% 12% 59% 11% 30%
Custer Country 53% 38% 9% 66% 19% 16%
Russell and Missouri River Countries 52% 24% 24% 53% 9% 38%
Business Category
Flotel/m otel 71% 26% 3% 48% 13% 39%
Vacation homes, condos and cabins 57% 21% 22% 52% 7% 42%
Ranches, resorts, lodges, hostels, hot 
springs
69% 29% 3% 53% 47%
Outfitters and guides 47% 35% 18% 42% 24% 33%
Tourism prom otion organizations and 
advertising
66% 16% 19% 73% 27%
Bed and Breakfasts 64% 18% 18% 64% 11% 25%
Tourism industry respondents indicated th a t helping m aintain M ontana s destination appeal (4 .64 m ean) was the  top  
priority o f seven M ontana tourism  charter related statem ents fo llow ed closely by maintaining th e  character of M ontana  
(4 .60 m ean). The statem ent, strive to  reduce energy consumption,  received the  lowest priority rating (3 .62 m ean) by 
the  industry. Since each of the  seven statem ents received ratings over 3 on a 5 point scale, each item  had a medium  
priority or higher.
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Introduction
Each autum n, the  Institute fo r Tourism and Recreation Research at the  University of M ontana conducts a w eb survey of 
tourism  businesses around the  state of M ontana. The businesses surveyed represent accommodations, attractions, tour 
operations, and tourism  planners or prom oters.
•  Accom modations include hotels and motels, bed and breakfasts, ranches w ho accom m odate visitors, resorts, 
lodges, hostels, hot springs w ith overnight accommodations, vacation homes, condominiums, rental cabins, and 
public and private campgrounds.
•  Attractions Include ski areas, museums, historic sites, and any o ther type of private or public attraction from  
caves to  w a te r parks.
•  Tour operations Include outfitters and guides, wagon train  or cattle drives, and half-day to  m ulti-day driving 
tours such as safari type experiences.
•  Tourism planners and prom oters include travel planners, event planners, and organizations th a t prom ote  
M ontana or provide advertising services to  M ontana prom oters.
Purpose
The purpose of the outlook survey was to  assess the  change In visitation from  2009 to  2010 and to  project visitation for 
2011. Additionally, respondents w ere  asked to  Identify th e  causes of the  change In visitation and the  reason fo r the  
projected change In visitation. A second purpose was to  assess the  role M ontana s tourism  Industry perceives they  
should play in selected geotourism attributes.
Methods
Data fo r this report w ere  generated from  a web based survey of M ontana tourism  business owners. All businesses 
represented in the  2010 2011  M ontana Vacation Planner, a publication of th e  M ontana Office of Tourism, w ere  included 
In the  sampling fram e as well as attendees to  the 2010 Governor s Tourism Conference.
On Tuesday, October 23, 2010, an Introductory em ail was sent to  the  approxim ately 2,500 tourism  related businesses 
and organizations. This initial email was to  Inform th e  respondent of the  upcoming survey which would arrive In their 
email Inbox w ithin a day (Appendix A  survey letters). On W ednesday, O ctober 24, 2010, an explanatory email le tter 
w ith a link to  th e  survey was sent to  the  recipients (Appendix B  survey). Recipients w ere asked to  com plete th e  survey 
w ithin seven days. One day before the  due date, a rem inder email was sent to  th e  sample.
Com pleted surveys w ere received from  357 respondents. In web based surveys, the  sender Is rarely notified If the  
survey ended up in the  recipients junk  mailbox, there fore  a true  response rate based on surveys received is impossible 
to  calculate.
Analysis
This report Is divided Into th ree  analytic sections. First, all respondents w ere  analyzed together fo r a full synopsis of 
tourism  businesses in th e  state. Second, travel regions w ere  highlighted by analyzing only the  businesses w ithin each 
travel region. Because of th e  small sample size from  Russell Country and Missouri River Country, these tw o  regions 
w ere  combined as one.
Finally, six specific business Industry categories w ere  analyzed separately w here sample size allowed. For this study, the  
individual businesses w ere: 1) M otels and hotels; 2) Vacation homes, condos and cabins; 3) Ranches, resorts, lodges, 
hostels, hot springs; 4) O utfitters and guides; 5) Tourism prom otion organizations and advertising; 6) Bed and 
Breakfasts.
A fter the  frequencies and percentages are displayed and discussed fo r the  business section, com m ents provided by the  
respondents are displayed verbatim  for each business category.
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Montana Tourism: Ail Respondents
Average (mean) years business operated by current owners: 11.73  
Average (mean) years of business operation at current location: 23 .68  
Range in years of operation by current owner: 6 months  100 years 
Range in years of operation at current location: 1  112 years 
Sample size: 357
percent may not add to 100 (rounding)
Glacier Country 118 34%
Yellowstone Country 105 30%
Gold W est Country 60 17%
Custer Country 32 9%
Russell Country 27 8%
Missouri River Country 6 2%
percent may not add to 100 (rounding)
M ote l/h o te l 71 20%
Bed & Breakfast 28 8%
Ranches, resorts, lodges, hostels, 
hot springs
36 10%
Vacation homes, condos, cabins 92 26%
Public campgrounds 6 2%
Private campgrounds 13 4%
O utfitter/G u ide 34 10%
Land m anagem ent agency 2 1%
Tours 9 3%
Travel planners 3 1%
Event planners 4 1%
Vehicle rentals 3 1%
Ski area 6 2%
M useum , historic site 6 2%
Attraction 4 1%
Tourism prom otion/advertising 34 10%
O ther 5 1%
Increase 215 61%
Decrease 81 23%
Remained the  same 54 15%
Better marketing 98 46%
Im proved website 68 32%
Expanded operations/services 29 14%
Returning guests 119 55%
Little com petition in my area 20 9%
Affordability of w hat we offer 86 40%
U.S. economy 69 32%
Canadian exchange rate 21 10%
O ther foreign exchange rates 9 4%
M ore  local travelers 37 17%
M ore  regional travelers 83 39%
Special event(s) held in our area 47 22%
W eath er 18 8%
Fire activity - -
Lack of fires 41 19%
O ther 32 15%
respondents could check multiple answers **n 215
Less advertising on our part 6 7%
Reduced offerings/services 2 3%
Fewer returning guests 19 24%
Increased com petition in my area 11 14%
Our pricing may be too high 4 5%
U.S. economy 69 85%
Gas prices 23 28%
Exchange rates - -
Fewer local travelers 6 7%
Fewer regional travelers 15 19%
Fewer business travelers 12 15%
Fewer leisure travelers 34 42%
Changes in hunting/fishing licenses 7 9%
Construction in area 4 5%
W eath er 16 20%
Fire activity - -
Lack of fires - -
O ther 6 7%
respondents could check m ultip le  answers; **n 81
-
-
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Increase 188 55%
Decrease 27 8%
Remain the  same 126 37%
If had 
Increase in 
2010 (n 206)
# %
If had a Decrease 
in 2010 (n 77)Outlook for 2011
ncrease
Remain the  same
Bookings/inquires are up 84 45%
M o re /b e tte r m arketing pursued 80 43%
Im proved website 60 32%
Experiencing a gradual increase 85 45%
Expanded or Im proved our offerings 48 26%
A ffordability of w hat w e offer 73 39%
Little com petition In my area 17 9%
M ore  local travelers 31 17%
M ore  regional travelers 47 25%
W e get many repeat customers 86 46%
Canadian exchange rate 12 6%
O ther foreign exchange rates 6 3%
U.S. economy 66 35%
Special events In our area 30 16%
W e are new, so w e are Increasing 28 15%
O ther 15 8%
Bookings/inquires are down 16 59%
W e ve done less m arketing 1 4%
Experiencing a gradual decrease - -
Reduced our offerings/services 1 4%
Our pricing may be too high 1 4%
Increased com petition In my area 4 15%
Expect few er leisure travelers 13 48%
Expect few er business travelers 4 15%
Expect few er local travelers 3 11%
Expect few er regional travelers 8 30%
Changes In huntlng/flshing licenses 8 30%
Gas prices 9 33%
U.S. economy 21 78%
Global economy 8 30%
O ther 4 15%
respondents could check multiple answers **n 27
respondents could check multiple answers **n 341
Expand current business or site 59 17%
Renovate current site 55 16%
Add m ore sites/business elsewhere 14 4%
Downsize current business or site 4 1%
Close dow n/sell business or site 8 2%
Remain the same 221 65%
respondents could check multiple answers 
*n 188
Last minute bookings 145 44% 113 34% 27 8% 14%
Walk in patrons 97 29% 87 26% 35 11% 34%
Retail sales 44 14% 50 16% 23 8% 62%
Dining out 23 8% 36 12% 12 4% 76%
Length of stay 80 25% 138 44% 47 15% 16%
Visitors seeking less expensive activities 136 44% 92 29% 10 3% 24%
# of Montanans traveling w ithin the state 108 34% 131 41% 28 9% 16%
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Help maintain M ontana s destination appeal 1% 1% 5% 19% 74% 4.64
Strive to hire local people 5% 4% 19% 27% 45% 4.04
Promote preservation of open space 5% 6% 20% 24% 45% 3.97
Help prevent overdevelopm ent if against community values 6% 8% 17% 26% 43% 3.93
Maintain the character of Montana 1% 1% 6% 19% 72% 4.60
Encourage all types of tourism developm ent 4% 7% 18% 23% 49% 4.06
Strive to reduce energy consumption 8% 10% 27% 22% 33% 3.62
percents may not add to 100 due to rounding
How high a priority is it f
industr
or the Montana tourism 
■y to....
Scale: l v e ry  low priority to  5 very high priority
MT Tourism All Responses: Summary and Implications 
Summary
A full 61 percent of th e  tourism  industry saw an increase in 2010, and only 8 percent are expecting a decrease in 2011. 
Returning guests, better m arketing and affordability are credited fo r the  increases in 2010. However, business owners 
still noticed th a t vacationers sought less expensive activities, and last m inute bookings had increased fo r 44  percent of 
the  tourism  businesses. Apparently, vacationers w ere  still a little w ary in 2010.
Tourism industry respondents indicated th a t helping m aintain M ontana s destination appeal was the  top  priority of 
seven M ontana tourism  charter related statem ents, fo llow ed closely by m aintaining the character of M ontana. The 
statem ent, strive to  reduce energy consumption,  received th e  lowest priority rating by the  industry.
Implications
M ontana tourism  is on th e  rebound from  the economic recession, and, according to  the U.S. Travel Association, it is 
rebounding throughout the  United States. This is an opportune tim e  to  rem ind potential travelers w hat M ontana has to  
offer. Three key elem ents are needed: 1) m arketing; 2) keeping abreast of th e  com petition, and; 3)ILetting potential 
visitors know th a t maintaining M ontana s character is as im portant to  th e  tourism  industry as it is to  people visiting.
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Glacier Country
Average (mean) years business operated by current owners: 11.93  
Average (mean) years of business operation at current location: 23 .28  
Range in years of operation by current owner: 6 months  96 years 
Range in years of operation at current location: 1  112 years 
Sample size: 118
Glacier Country
Glacier Country respondents represent 34%  
of all respondents to  th e  outlook survey.
The accom m odation sector represented the  
highest group of respondents in Glacier 
Country at 78%  of all respondents
percent may not add to 100 (rounding)
M ote l/h o te l 22 19%
Bed & Breakfast 17 14%
Ranches, resorts, lodges, hostels, hot 
springs
15 13%
Vacation homes, condos, cabins 30 25%
Public campgrounds 2 2%
Private campgrounds 6 5%
O utfitter/G uide 7 6%
Land m anagem ent agency 1 1%
Tours 2%
Travel planners 1 1%
Event planners 1 1%
Vehicle rentals 2%
Ski area 1 1%
M useum , historic site 1 1%
Attraction 2 2%
Tourism prom otion/advertising 6 5%
O ther 2 2%
Increase 75 65%
Decrease 18 16%
Remained the  same 23 20%
Better marketing 32 43%
Im proved website 23 31%
Expanded operations/services 10 13%
Returning guests 38 51%
Little com petition In my area 10 13%
A ffordability of w hat w e offer 26 35%
U.S. economy 27 36%
Canadian exchange rate 10 13%
O ther foreign exchange rates 3 4%
M ore  local travelers 10 13%
M ore  regional travelers 25 33%
Special event(s) held In our area 26 35%
W eath er 3 4%
Fire activity - -
Lack of fires 19 25%
O ther 9 12%
respondents could check multiple answers *n 75
Less advertising on our part 2 11%
Reduced offerings/services 1 6%
Fewer returning guests 3 17%
Increased com petition In my area 4 22%
Our pricing may be too high - -
U.S. economy 16 89%
Gas prices 4 22%
Exchange rates - -
Fewer local travelers 3 17%
Fewer regional travelers 5 28%
Fewer business travelers 3 17%
Fewer leisure travelers 7 39%
Changes In huntlng/flshing licenses - -
Construction In area - -
W eath er 3 17%
Fire activity - -
Lack of fires - -
O ther 1 6%
respondents could check m ultip le  answers **n 18
-
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Increase 52 45%
Decrease 6 5%
Remain the  same 57 50%
If had 
Increase in 
2010 (n 73)
# %
If had a Decrease 
in 2 0 1 0 (n 18)Outlook for 2011
ncrease
Remain the  same
Bookings/inquires are up 29 56%
M o re /b e tte r m arketing pursued 33 64%
Im proved website 13 25%
Experiencing a gradual increase 25 48%
Expanded or Im proved our offerings 36 69%
A ffordability of w hat w e offer 34 65%
Little com petition In my area 7 14%
M ore  local travelers 6 12%
M ore  regional travelers 10 19%
W e get many repeat customers 23 44%
Canadian exchange rate 6 12%
O ther foreign exchange rates 2 4%
U.S. economy 31 60%
Special events In our area 9 17%
W e are new, so w e are Increasing 11 21%
O ther 3 6%
Bookings/inquires are down 1
W e ve done less m arketing
Experiencing a gradual decrease
Reduced our offerings/services
Our pricing may be too high
Increased com petition In my area 1
Expect few er leisure travelers 2
Expect few er business travelers 1
Expect few er local travelers 1
Expect few er regional travelers 1
Changes In huntlng/flshing licenses
Gas prices 2
U.S. economy 5
Global economy 3
O ther 2
respondents could check multiple answers 
**n 6
Expand current business or site 17 15%
Renovate current site 16 14%
Add m ore sites/business elsewhere 4 4%
Downsize current business or site 2 2%
Close dow n/sell business or site 3 3%
Remain the same 76 67%
respondents could check multiple answers 
*n 118
respondents could check multiple answers 
*n 52
Last minute bookings 47 42% 48 43% 9 8% 8%
W alk in patrons 34 30% 37 33% 12 11% 26%
Retail sales 16 16% 20 19% 12 12% 53%
Dining out 13 13% 12 12% 3 3% 72%
Length of stay 21 20% 56 53% 15 14% 12%
Visitors seeking less expensive activities 45 43% 31 30% 6 6% 22%
# of Montanans traveling w ithin the state 35 32% 50 46% 9 8% 14%
ro w  percents do not add to  100 because respondents could answer does not apply
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Help maintain M ontana s destination appeal 1% 1% 3% 19% 7% 4.69
Strive to hire local people 4% 3% 20% 34% 39% 3.99
Promote preservation of open space 4% 7% 22% 23% 44% 3.96
Help prevent overdevelopm ent if against community values 6% 8% 15% 31% 41% 3.93
Maintain the character of Montana 2% 1% 5% 18% 74% 4.62
Encourage all types of tourism developm ent 4% 6% 16% 26% 48% 4.07
Strive to reduce energy consumption 5% 11% 23% 28% 33% 3.73
percents may not add to 100 due to rounding
Glacier Country: How high a priority is it for the 
M ontana tourism  industry to....
H e lp  m a in t a in  M o n t a n a s  d e s t in a t i o n  a p p e a l  
M a in t a i n  t h e  c h a r a c te r  o f  M o n t a n a  
E n c o u ra g e  all t y p e s  o f  t o u r i s m  d e v e lo p m e n t  
S t r i v e t o  h i re  loca l p e o p le  
P r o m o te  p r e s e r v a t io n  o f  o p e n  space  
H e lp  p r e v e n t  o v e r d e v e lo p m e n t  i f  a g a in s t  c o m m u n i t y . . .
S t r i v e t o  re d u c e  e n e rg y  c o n s u m p t io n
m .6 9 %
14,62%
I 4,07%  
3 ,99%  
3 ,96%  
3.93%
3,73%
Scale: l v e ry  low priority to  5 very high priority
Glacier Country Summary
M ore  respondents (65%) from  Glacier Country region experienced an increase in 2010 visitation than all o ther regions 
(but on par w ith  Yellowstone Country). These respondents are very hopeful fo r 2011 since only five percent believe they  
will have a decrease in 2011. W hile  56 percent said inquires are up fo r 2011, m ore businesses indicated affordability  
(65% ), m ore and better m arketing they are doing (64%) and the  U.S. econom y (60%) as to  w hy 2011 should be a good 
year.
Glacier Country tourism  industry respondents indicated th a t helping m aintain M ontana s destination appeal was th e  top  
priority o f seven M ontana tourism  charter related statem ents fo llow ed closely by maintaining th e  character of 
M ontana. The statem ent, s trive to  reduce energy consumption,  received the lowest priority rating by th e  industry.
Future business plans by respondents in Glacier Country indicate they will make no changes to  th e ir business (67%); 
however, 29 percent said they  will e ither expand or renovate in 2011. This indicates a healthy a ttitude fo r th e ir business 
and th e  fu ture  o f tourism  in M ontana.
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Yellowstone Country
Average (mean) years business operated by current owners: 9 .14  
Average (mean) years of business operation at current location: 21 .24  
Range in years of operation by current owner: 1 6 5  years 
Range in years of operation at current location: 1  104 years 
Sample size: 105
Yellowstone Travel Region
Yellowstone Country respondents 
represent 30%  o f all respondents to  the  
outlook survey.
The accom m odation sector represented  
71%  of all types of tourism  business.
percent may not add to 100 (rounding)
M ote l/h o te l 15 14%
Bed & Breakfast 1 1%
Ranches, resorts, lodges, hostels, hot 
springs
9 9%
Vacation homes, condos, cabins 49 47%
Public campgrounds - -
Private campgrounds - -
O utfitter/G uide 10 10%
Land m anagem ent agency - -
Tours 3 3%
Travel planners 1 1%
Event planners 2 2%
Vehicle rentals 1 1%
Ski area 2 2%
Museum , historic site - -
Attraction - -
Tourism prom otion/advertising 9 9%
O ther 2 2%
Increase 66 65%
Decrease 24 24%
Remained the  same 12 12%
Better marketing 34 52%
Improved website 50 76%
Expanded operations/services 5 8%
Returning guests 29 44%
Little com petition In my area 5 8%
A ffordability of w hat w e offer 27 41%
U.S. economy 27 41%
Canadian exchange rate 2 3%
O ther foreign exchange rates 2 3%
M ore  local travelers 12 18%
M ore  regional travelers 27 41%
Special event(s) held In our area 2 3%
W eath er 7 11%
Fire activity - -
Lack of fires 13 20%
O ther 6 9%
respondents could check multiple answers **n 66
Less advertising on our part - -
Reduced offerings/services - -
Fewer returning guests 6 25%
Increased com petition In my area 6 25%
Our pricing may be too high 1 4%
U.S. economy 23 96%
Gas prices 3 13%
Exchange rates - -
Fewer local travelers 2 8%
Fewer regional travelers 3 13%
Fewer business travelers 3 13%
Fewer leisure travelers 10 42%
Changes In huntlng/flshing licenses 1 4%
Construction In area 1 4%
W eath er 3 13%
Fire activity - -
Lack of fires - -
O ther 3 13%
respondents could check m ultip le  answers; **n 24
-
-
" = 
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" = 
Increase 62 61%
Decrease 6 6%
Remain the  same 33 33%
If had 
Increase in 
2010 (n 66)
# %
If had a Decrease 
in 2010 (n 24)Outlook for 2011
ncrease
Remain the  same
Bookings/inquires are up 35 57%
M o re /b e tte r marketing pursued 31 50%
Im proved website 18 29%
Experiencing a gradual increase 24 39%
Expanded or im proved our offerings 12 19%
A ffordability of w hat w e offer 24 39%
Little com petition In my area 6 10%
M ore  local travelers 8 13%
M ore  regional travelers 15 24%
W e get many repeat customers 20 32%
Canadian exchange rate 1 2%
O ther foreign exchange rates 1 2%
U.S. economy 27 44%
Special events in our area 4 7%
W e are new, so w e are Increasing 7 11%
O ther 4 7%
respondents could check multiple answers 
*n 62
Bookings/inquires are down 6
W e ve done less m arketing
Experiencing a gradual decrease
Reduced our offerings/services 1
Our pricing may be too high 1
Increased com petition In my area 2
Expect few er leisure travelers 4
Expect few er business travelers 1
Expect few er local travelers 1
Expect few er regional travelers 2
Changes In hunting/fishing licenses 2
Gas prices
U.S. economy 4
Global economy 1
O ther
respondents could check multiple answers **n 6
Expand current business or site 18 18%
Renovate current site 13 13%
Add m ore sites/business elsewhere 4 4%
Downsize current business or site 1 1%
Close dow n/sell business or site 2 2%
Remain the same 67 66%
respondents could check multiple answers **n 105
Last minute bookings 49 49% 30 30% 8 8% 13%
W alk in patrons 22 22% 18 18% 6 6% 53%
Retail sales 13 14% 11 12% 2 2% 71%
Dining out 6 7% 11 13% 3 3% 77%
Length of stay 30 31% 32 33% 20 21% 15%
Visitors seeking less expensive activities 43 46% 30 32% - - 22%
# of Montanans traveling w ithin the state 28 29% 41 43% 9 9% 19%
ro w  percents do not add to  100 because respondents could answer does not apply
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Help maintain M ontana s destination appeal 1% 2% 2% 19% 76% 4.67
Strive to hire local people 10% 7% 19% 27% 37% 3.75
Promote preservation of open space 4% 6% 19% 23% 49% 4.06
Help prevent overdevelopm ent if against community values 4% 8% 16% 27% 45% 4.01
Maintain the character of Montana 1% 2% 2% 19% 76% 4.67
Encourage all types of tourism developm ent 4% 9% 21% 23% 44% 3.93
Strive to reduce energy consumption 6% 12% 24% 24% 35% 3.71
percents may not add to 100 due to rounding
Yellowstone Country: He 
the M ontana tour
)w high a priority is it for 
ism industry to....
r nc i [ u^  T u i r i L u i r  i v i u i L u i i u  b u d j L i i u i o i  u )J[ j c .u I
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Scale: l v e ry  low priority to  5 very high priority
Yellowstone Country Summary
Respondents from  Yellowstone Country and Glacier Country (65% each) experienced an increase in 2010 visitation much 
higher than all o ther travel regions in M ontana. Yellowstone Country respondents are very hopeful fo r 2011 since only 
six percent believe they will have a decrease in 2011. The num ber one reason fo r a positive outlook is an increase in 
inquires and the ir pursuit of m ore and better m arketing.
Yellowstone Country tourism  industry respondents indicated th a t helping m aintain M ontana s destination appeal was 
the  top  priority of seven M ontana tourism  charter related statem ents fo llow ed closely by m aintaining the  character of 
M ontana. The statem ent, strive to  reduce energy consumption,  received the lowest priority rating by th e  industry.
Future business plans by respondents in Yellowstone Country indicate they will m ake no changes to  th e ir business 
(66%); how ever, 31 percent said they will e ither expand or renovate in 2011. Similar to  Glacier Country respondents, 
this indicates a healthy attitude  for the ir business and the  fu ture  of tourism  in M ontana.
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Gold W est Country
Average (mean) years business operated by current owners: 12.64  
Average (mean) years of business operation at current location: 24.25  
Range in years of operation by current owner: 1 year  55 years 
Range in years of operation at current location: 1  104 years 
Sample size: 60
Gold West Country
Gold W est Country respondents represent 
17% of all respondents to  the  outlook  
survey. The accom m odation sector 
represents 65% of all types of tourism  
businesses In this region s survey results.
percent may not add to 100 (rounding)
percent may not add to 100 (rounding)
M ote l/h o te l 16 27%
Bed & Breakfast 4 7%
Ranches, resorts, lodges, hostels, hot 
springs
8 13%
Vacation homes, condos, cabins 8 13%
Public campgrounds 2 3%
Private campgrounds 1 2%
O utfltter/G u lde 7 12%
Land m anagem ent agency - -
Tours 2 3%
Travel planners - -
Event planners - -
Vehicle rentals - -
Ski area 2 3%
M useum , historic site 1 2%
Attraction - -
Tourism promotion/advertising 9 15%
O ther - -
Increase 34 59%
Decrease 17 29%
Remained the  same 7 12%
Better marketing 17 50%
Improved website 17 50%
Expanded operations/services 8 24%
Returning guests 23 68%
Little com petition In my area 5 15%
A ffordability of w hat w e offer 16 47%
U.S. economy 5 15%
Canadian exchange rate 1 35
O ther foreign exchange rates 2 6%
M ore  local travelers 5 15%
M ore  regional travelers 12 35%
Special event(s) held In our area 10 29%
W eath er 4 12%
Fire activity - -
Lack of fires 6 18%
O ther 8 24%
respondents could check multiple answers **n 34
Less advertising on our part 2 12%
Reduced offerings/services - -
Fewer returning guests 8 47%
Increased com petition In my area - -
Our pricing may be too high 1 6%
U.S. economy 16 94%
Gas prices 7 41%
Exchange rates - -
Fewer local travelers - -
Fewer regional travelers 3 18%
Fewer business travelers 3 18%
Fewer leisure travelers 9 53%
Changes In huntlng/flshing licenses 2 12%
Construction In area - -
W eath er 6 35%
Fire activity - -
Lack of fires - -
O ther 1 6%
respondents could check m ultip le  answers; **n 17
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Increase 32 59%
Decrease 6 11%
Remain the  same 16 30%
If had 
Increase in 
2010 (n 34)
# %
If had a decrease 
in 2010 (n 17)Outlook for 2011
ncrease
Remain the  same
Bookings/inquires are up 11 34%
M o re /b e tte r m arketing pursued 13 41%
Im proved website 17 53%
Experiencing a gradual increase 15 47%
Expanded or Im proved our offerings 14 44%
A ffordability of w hat w e offer 13 41%
Little com petition In my area 2 6%
M ore  local travelers 8 25%
M ore  regional travelers 12 38%
W e get many repeat customers 20 63%
Canadian exchange rate - -
O ther foreign exchange rates 1 3%
U.S. economy 10 31%
Special events In our area 8 25%
W e are new, so w e are Increasing 6 19%
O ther 3 9%
Bookings/inquires are down 6
W e ve done less m arketing 1
Experiencing a gradual decrease
Reduced our offerings/services
Our pricing may be too high
Increased com petition In my area
Expect few er leisure travelers 5
Expect few er business travelers 1
Expect few er local travelers 1
Expect few er regional travelers 3
Changes In huntlng/flshing licenses 2
Gas prices 3
U.S. economy 6
Global economy 2
O ther
respondents could check multiple answers **n 6
Expand current business or site 10 18%
Renovate current site 16 29%
Add m ore sites/business elsewhere 3 5%
Downsize current business or site 1 2%
Close dow n/sell business or site 1 2%
Remain the same 31 55%
respondents could check multiple answers **n 60
respondents could check multiple answers 
*n 32
Last minute bookings 23 31% 12 23% 5 10% 23%
Walk in patrons 16 18% 11 21% 9 17% 31%
Retail sales 5 11% 6 13% 2 4% 72%
Dining out 2 4% 4 9% 2 4% 82%
Length of stay 7 15% 23 49% 7 15% 21%
Visitors seeking less expensive activities 23 47% 9 18% 2 4% 31%
# of Montanans traveling w ithin the state 20 42% 14 29% 5 10% 19%
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Help maintain M ontana s destination appeal 2% 7% 16% 76% 4.64
Strive to hire local people 2% 27% 12% 59% 4.29
Promote preservation of open space 3% 3% 17% 32% 44% 4.10
Help prevent overdevelopm ent if against community values 5% 8% 20% 22% 45% 3.93
Maintain the character of Montana - - 8% 22% 70% 4.62
Encourage all types of tourism developm ent 5% 2% 18% 17% 58% 4.22
Strive to reduce energy consumption 5% 7% 35% 21% 31% 3.64
percents may not add to 100 due to rounding
Gold West Country: How high a priority is it for 
the Montana tourism industry to....
Help m ainta in  M on tana s  dest ina tion appeal 
M ain ta in  the character o f  M ontana 
S tr ive to  hire local people 
Encourage ail types o f  tou rism  deve lopm ent 
P rom ote preservation o f  open space 
Help prevent ove rdeve lopm en t if against com m unity . . .  | 
S t r ive to  reduce energy consum ption
il.6 4 %
14.62%
I 4.29% 
I 4.22% 
4.10%
■  3.93% 
3.64%
Scale: l v e ry  low priority to  5 very high priority
Gold West Country Summary
Fifty nine percent of Gold W est Country respondents experienced an increase in 2010 visitation. This is six percent less 
than Glacier and Yellowstone country respondents but six to  seven percent higher than the  other travel regions in 
M ontana. W hile  the m ajority, (59% ) expect an increase in 2011, those w ho believe 2011 will be a worse year indicate 
th a t bookings and inquiries are down. The num ber one reason for a positive outlook is an expectation of repeat 
customers and the ir im proved website which would draw  visitors to  th e ir area.
Gold W est Country tourism  industry respondents indicated th a t helping m aintain M ontana s destination appeal was the  
top priority o f seven M ontana tourism  charter related statem ents fo llow ed closely by m aintaining the  character of 
M ontana. The statem ent, strive to  reduce energy consumption,  received the lowest priority rating by th e  Gold W est 
Country industry respondents.
Fifty five percent of Gold W est Country respondents said they will make no changes to  th e ir business in 2011; however, 
47 percent o f businesses in th e  region said they will e ither expand or renovate in 2011. This is th e  highest percent of 
any region indicating a very positive outlook from  Gold W est Country tourism  leaders.
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Custer Country
Average (mean) years business operated by current owners: 13.42  
Average (mean) years of business operation at current location: 23.02  
Range in years of operation by current owner: 2 5 0  years 
Range in years of operation at current location: 1  103 years 
Sample size: 32
Custer Country
Custer Country respondents represent 9%  
of all respondents to  the  outlook survey. 
The accom m odation sector represents 49%  
of all types o f tourism  businesses In this 
region s survey results.
percent may not add to 100 (rounding)
percent may not add to 100 (rounding)
M ote l/h o te l 8 25%
Bed & Breakfast 3 9%
Ranches, resorts, lodges, hostels, hot 
springs
1 3%
Vacation homes, condos, cabins 1 3%
Public campgrounds 1 3%
Private campgrounds 2 6%
O utfitter/G uide 5 16%
Land m anagem ent agency - -
Tours 1 3%
Travel planners - -
Event planners - -
Vehicle rentals - -
Ski area - -
M useum , historic site 4 13%
Attraction 1 3%
Tourism promotion/advertising 5 16%
O ther - -
Increase 17 53%
Decrease 12 38%
Remained the  same 3 9%
Better m arketing 8 47%
Im proved website 6 35%
Expanded operations/services 5 29%
Returning guests 11 65%
Little com petition In my area
Affordability of w hat we offer 6 35%
U.S. economy 3 18%
Canadian exchange rate - -
O ther foreign exchange rates - -
M ore  local travelers 3 18%
M ore  regional travelers 8 47%
Special event(s) held In our area 4 24%
W eath er 2 12%
Fire activity - -
Lack of fires 1 6%
O ther 4 24%
respondents could check multiple answers **n 17
Less advertising on our part 1 8%
Reduced offerings/services - -
Fewer returning guests - -
Increased com petition In my area 1 8%
Our pricing may be too high - -
U.S. economy 10 83%
Gas prices 5 42%
Exchange rates - -
Fewer local travelers - -
Fewer regional travelers 2 17%
Fewer business travelers 1 8%
Fewer leisure travelers 3 25%
Changes In huntlng/flshing licenses 1 8%
Construction In area 2 17%
W eath er 1 8%
Fire activity - -
Lack of fires - -
O ther 1 8%
respondents could check m ultip le  answers; **n 12
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Increase 21 66%
Decrease 6 19%
Remain the  same 5 16%
If had 
Increase in 
2010 (n 17)
# %
If had a decrease 
in 2010 (n 12)Outlook for 2011
ncrease
Remain the  same
Bookings/inquires are up 6 29%
M o re /b e tte r marketing pursued 11 52%
Im proved website 5 24%
Experiencing a gradual increase 10 48%
Expanded or Im proved our offerings 1 5%
A ffordability of w hat w e offer 9 43%
Little com petition In my area 1 5%
M ore  local travelers 4 19%
M ore  regional travelers 5 24%
W e get many repeat customers 11 52%
Canadian exchange rate - -
O ther foreign exchange rates - -
U.S. economy 2 10%
Special events In our area 2 10%
W e are new, so w e are Increasing 1 5%
O ther 3 14%
Bookings/inquires are down 2
W e ve done less m arketing
Experiencing a gradual decrease
Reduced our offerings/services
Our pricing may be too high
Increased com petition In my area
Expect few er leisure travelers 1
Expect few er business travelers
Expect few er local travelers
Expect few er regional travelers 1
Changes In huntlng/flshing licenses 2
Gas prices 3
U.S. economy 5
Global economy 2
O ther 2
respondents could check multiple answers **n 6
Expand current business or site 6 19%
Renovate current site 5 16%
Add m ore sites/business elsewhere 3 9%
Downsize current business or site - -
Close dow n/sell business or site - -
Remain the same 22 67%
respondents could check multiple answers **n 32
respondents could check multiple answers 
*n 21
Last minute bookings 10 32% 11 36% 2 7% 26%
W alk in patrons 10 32% 11 36% 4 13% 19%
Retail sales 5 17% 5 17% 3 10% 55%
Dining out - - 4 14% 1 3% 83%
Length of stay 10 32% 10 32% 2 7% 29%
Visitors seeking less expensive activities 10 35% 11 38% 1 3% 24%
# of Montanans traveling w ithin the state 11 38% 13 45% 2 7% 10%
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Help maintain M ontana s destination appeal - - 3% 19% 78% 4.75
Strive to hire local people - - 7% 39% 55% 4.48
Promote preservation of open space 3% 7% 24% 17% 48% 4.00
Help prevent overdevelopm ent if against community values 3% 10% 23% 19% 45% 3.94
Maintain the character of Montana - - 16% 19% 66% 4.50
Encourage all types of tourism developm ent 10% 13% 32% 45% 4.13
Strive to reduce energy consumption 16% 10% 32% 16% 26% 3.26
percents may not add to 100 due to rounding
Custer Country: How high a priority is it for the 
M ontana tourism industry to..„
H e lp  ma n ta in  M o n ta n a s  c e s t ln a t lo n  appea l 
M a in ta in  th e  c n a ra c te r  o f  P/iontana 
S t r i v e to  h ire  local p e op le  
E ncourage  ail type s  o f  to u r is m  d e v e lo p m e n t  
P ro m o te  p re s e rv a t io n  o f  o p e n  space 
H e lp  p re v e n t  o v e r d e v e lo p m e n t  if ag a in s t  c o m m u n i t y . . .
S t r ive  to  red uce  e n e rg y  c o n s u m p t io n
■ .7 5 %
4,50%
4.48%
■  4.13%  
I 4.00%  
3.94%
3.26%
Scale: l v e ry  low priority to  5 very high priority
Custer Country Summary
Tourism business owners in Custer Country experienced the  highest percent of businesses w ith  a decrease in 2010 (38%) 
com pared to  all th e  other travel regions, and are the  least optim istic of all regions w ith  19 percent of business owners 
expecting a decrease in 2011. W hile  th e  sample size fo r Custer Country is relatively small at 32 respondents, th e  data 
does show a trend of cautiousness and a little  less hope than the rest of th e  state. Respondents stated th a t th e  U.S. 
econom y is the  num ber one reason for the  decline to  the ir area.
Custer Country tourism  industry respondents indicated th a t helping m aintain M ontana s destination appeal was the  top  
priority o f seven M ontana tourism  charter related statem ents fo llow ed closely by maintaining th e  character of 
M ontana. Like respondents from  around th e  state, the  statem ent, strive to  reduce energy consumption,  received the  
lowest priority rating by th e  Custer Country industry respondents.
Interestingly, w hile there  is pessimism by some Custer Country respondents, no one is closing or downsizing, and 44  
percent o f them  will e ither expand, renovate or add m ore sites elsew here. Those w ho are optim istic are putting the ir 
efforts into better m arketing and working w ith  repeat customers to  get them  to  return.
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Russell Country and Missouri River Country
Average (mean) years business operated by current owners: 18.10  
Average (mean) years of business operation at current location: 34 .06  
Range in years of operation by current owner: 1  100 years 
Range in years of operation at current location: 2  108 years 
Sample size: 33
Russell and Missouri River Countries
Russell Country respondents represent 8%  
(n 27) of all respondents to  the  outlook survey 
w hile Missouri River respondents represent 
2% (n 6). Due to  sample size, these tw o  
regions w ere  combined in this analysis.
percent may not add to 100 (rounding)
M ote l/h o te l 9 27%
Bed & Breakfast 3 9%
Ranches, resorts, lodges, hostels, hot 
springs
1 3%
Vacation homes, condos, cabins 2 6%
Public campgrounds 1 3%
Private campgrounds 2 6%
O utfitter/G uide 5 15%
Land m anagem ent agency - -
Tours 1 3%
Travel planners 1 3%
Event planners 1 3%
Vehicle rentals - -
Ski area - -
Museum , historic site - -
Attraction 1 3%
Tourism promotion/advertising 5 15%
O ther 1 3%
Increase 17 52%
Decrease 8 24%
Remained the  same 8 24%
Better marketing 8 47%
Im proved website 6 35%
Expanded operations/services - -
Returning guests 12 71%
Little com petition in my area - -
A ffordability of w hat w e offer 7 41%
U.S. economy 5 29%
Canadian exchange rate 8 47%
O ther foreign exchange rates - -
M ore  local travelers 6 35%
M ore regional travelers 8 47%
Special event(s) held in our area 5 29%
W eath er - -
Fire activity - -
Lack of fires 1 6%
O ther 5 29%
respondents could check multiple answers **n 17
Less advertising on our part
Reduced offerings/services 1
Fewer returning guests
Increased com petition in my area
Our pricing may be too high 1
U.S. economy 2
Gas prices 3
Exchange rates
Fewer local travelers
Fewer regional travelers 1
Fewer business travelers 1
Fewer leisure travelers 4
Changes in hunting/fishing licenses 3
Construction in area 1
W eath er 3
Fire activity
Lack of fires
O ther
respondents could check m ultip le  answers; **n 8
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Increase 17 53%
Decrease 3 9%
Remain the  same 12 38%
If had 
Increase in 
2010 (n 17)
# %
If had a Decrease 
in 2010 (n 8)Outlook for 2011
ncrease
Remain the  same
Bookings/inquires are up 6 35%
M o re /b e tte r m arketing pursued 5 29%
Im proved website 6 35%
Experiencing a gradual Increase 7 41%
Expanded or Im proved our offerings 4 24%
A ffordability of w hat w e offer 7 41%
Little com petition In my area 1 6%
M ore  local travelers 4 24%
M ore  regional travelers 4 24%
W e get many repeat customers 9 53%
Canadian exchange rate 4 24%
O ther foreign exchange rates 1 6%
U.S. economy 4 24%
Special events In our area 7 41%
W e are new, so w e are Increasing 2 12%
O ther 2 12%
Bookings/inquires are down 1
W e ve done less m arketing
Experiencing a gradual decrease
Reduced our offerings/services
Our pricing may be too high
Increased com petition In my area 1
Expect few er leisure travelers 1
Expect few er business travelers 1
Expect few er local travelers
Expect few er regional travelers 1
Changes In huntlng/flshing licenses 2
Gas prices 1
U.S. economy 1
Global economy
O ther
respondents could check multiple answers **n 3
Expand current business or site 5 16%
Renovate current site 4 13%
Add m ore sites/business elsewhere - -
Downsize current business or site - -
Close dow n/sell business or site 2 7%
Remain the same 21 68%
respondents could check multiple answers **n 33
respondents could check multiple answers 
*n 17
Last minute bookings 11 37% 10 33% 3 10% 20%
W alk in patrons 13 41% 9 28% 3 9% 22%
Retail sales 3 10% 7 23% 3 10% 58%
Dining out 1 4% 4 14% 2 7% 75%
Length of stay 9 31% 14 48% 2 7% 14%
Visitors seeking less expensive activities 13 45% 7 24% 1 3% 28%
# of Montanans traveling w ithin the state 13 45% 9 31% 1 3% 21%
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Help maintain M ontana s destination appeal 3% 19% 19% 59% 4.31
Strive to hire local people 6% 19% 22% 53% 4.16
Promote preservation of open space 19% 6% 19% 22% 34% 3.47
Help prevent overdevelopm ent if against community values 16% 10% 16% 16% 42% 3.58
Maintain the character of Montana 6% 3% 6% 13% 72% 4.41
Encourage all types of tourism developm ent 6% 9% 16% 9% 59% 4.06
Strive to reduce energy consumption 22% 6% 34% 6% 31% 3.19
percents may not add to 100 due to rounding
Russell & Missouri Rive 
priority is it for the Mo
to
r Country: How high a 
ntana tourism industry 
■ > •
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Scale: l v e ry  low priority to  5 very high priority
Russell and Missouri River Country Summary
Russell and Missouri Country Tourism business owners experienced th e  second highest percent of businesses w ith  a 
decrease in 2010 (24%) com pared to  all the  other travel regions, but are much m ore optim istic about 2011. Only nine 
percent expect a decrease in 2011 w hile 38 percent expect an increase. Respondents stated th a t returning guests w ere  
the  reason 2010 was good and expect repeat visitors to  keep them  afloat in 2011.
Russell and Missouri River Country tourism  industry respondents indicated th a t helping m aintain M ontana s destination  
appeal was th e  top priority of seven M ontana tourism  charter related statem ents fo llow ed closely by maintaining the  
character of M ontana. Like respondents from  around the state, the  statem ent, strive to  reduce energy consumption,  
received th e  lowest priority rating by th e  Russell and Missouri River Country industry respondents. Interestingly, 
however, respondents in these tw o  regions had th e  lowest overall ratings of all seven charter related priorities 
com pared to  respondents elsewhere. W hile the order of priority is the  same, these business owners appear to  be less 
likely to  w hole hearted ly support the  M ontana Tourism Charter.
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M otel/H otel
Average (mean) years business operated by current owners: 12.18  
Average (mean) years of business operation at current location: 30 .17  
Range in years of operation by current owner: 6 months  63 years 
Range in years of operation at current location: 1  100 years 
Sample size: 71
Glacier Country 22 31%
Yellowstone Country 15 21%
Gold W est Country 16 23%
Russell Country 9 13%
Custer Country 8 11%
Missouri River Country - -
M o te l/h o te l - -
Bed & Breakfast 1 3%
Ranches, resorts, lodges, hostels, hot 
springs
2 7%
Vacation homes, condos, cabins - -
Public campgrounds 1 3%
Private campgrounds 2 7%
O utfitter/G u ide 1 3%
Tours 3 10%
Travel planners 1 3%
Event planners 3 10%
Vehicle rentals - -
Ski area 1 3%
Museum , historic site 1 3%
Attraction 2 7%
Tourism prom otion/advertising 2 7%
O ther 1 3%
Increase 50 71%
Decrease 18 26%
Remained the  same 2 3%
Better marketing 32 71%
Im proved website 13 26%
Expanded operations/services 3 6%
Returning guests 31 62%
Little com petition in my area 3 6%
A ffordability of w hat w e offer 22 44%
U.S. economy 12 24%
Canadian exchange rate 6 24%
O ther foreign exchange rates - -
M ore local travelers 7 14%
M ore  regional travelers 26 52%
Special event(s) held in our area 18 36%
W eath er 7 14%
Fire activity - -
Lack of fires 7 14%
O ther 10 20%
respondents could check multiple answers; **n 50
Less advertising on our part - -
Reduced offerings/services - -
Fewer returning guests 4 22%
Increased com petition in my area 4 22%
Our pricing may be too high 1 6%
U.S. economy 15 83%
Gas prices 7 39%
Exchange rates - -
Fewer local travelers 3 17%
Fewer regional travelers 5 28%
Fewer business travelers 8 44%
Fewer leisure travelers 14 78%
Changes in hunting/fishing licenses 3 17%
Construction in area 2 11%
W eath er 4 22%
Fire activity - -
Lack of fires - -
O ther 2 11%
respondents could check m ultip le  answers; **n 18
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Increase 32 48%
Decrease 9 13%
Remain the  same 26 39%
If had 
Increase in 
2010 (n 50)
# %
If had a decrease 
in 2010 (n 18)Outlook for 2011
ncrease
Remain the  same
Bookings/inquires are up 16 50%
M o re /b e tte r m arketing pursued 12 385
Im proved website 10 31%
Experiencing a gradual increase 19 59%
Expanded or Im proved our offerings 8 25%
A ffordability of w hat w e offer 15 47%
Little com petition In my area 2 6%
M ore  local travelers 7 22%
M ore  regional travelers 11 34%
W e get many repeat customers 24 75%
Canadian exchange rate 2 6%
O ther foreign exchange rates 1 3%
U.S. economy 13 41%
Special events In our area 7 22%
W e are new, so w e are Increasing 4 13%
O ther 3 9%
Bookings/inquires are down 5
W e ve done less m arketing
Experiencing a gradual decrease
Reduced our offerings/services
Our pricing may be too high
Increased com petition In my area 2
Expect few er leisure travelers 6
Expect few er business travelers 4
Expect few er local travelers 2
Expect few er regional travelers 5
Changes In huntlng/flshing licenses 3
Gas prices 3
U.S. economy 8
Global economy 3
O ther 1
respondents could check multiple answers **n 9
Expand current business or site 6 9%
Renovate current site 18 27%
Add m ore sites/business elsewhere 2 3%
Downsize current business or site - -
Close dow n/sell business or site - -
Remain the same 67 69%
respondents could check multiple answers **n 71
respondents could check multiple answers 
*n 32
Last minute bookings 43 62% 18 26% 7 10% 1%
W alk in patrons 41 58% 20 28% 9 13% 1%
Retail sales 12 20% 6 10% 5 9% 61%
Dining out 10 17% 8 13% 2 3% 67%
Length of stay 19 29% 32 49% 12 18% 5%
Visitors seeking less expensive activities 30 46% 21 32% 1 2% 20%
# of Montanans traveling w ithin the state 29 43% 29 43% 6 9% 5%
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Help maintain M ontana s destination appeal 1% 4% 16% 78% 4.70
Strive to hire local people 1% 6% 14% 30% 49% 4.19
Promote preservation of open space 7% 10% 22% 26% 35% 3.71
Help prevent overdevelopm ent if against community values 3% 15% 17% 30% 35% 3.80
Maintain the character of Montana 3% 6% 23% 68% 4.57
Encourage all types of tourism developm ent 1% 7% 10% 17% 64% 4.36
Strive to reduce energy consumption 6% 12% 23% 19% 41% 3.77
percents may not add to 100 due to rounding
Motels & Hotels: How high a priority is it for the 
Montana tourism industry to....
Help m a in ta in  M o n ta n a s  d e s t in a t io n  appeal 
M a in ta in  the  c h a rac te r  o f  M o n ta n a  
E ncourage ail types  o f  to u r is m  d e v e lo p m e n t  
S t r iv e to  h ire  local peop le  
Help p re v e n t  o v e rd e v e lo p m e n t  if  aga inst c o m m u n i ty . . .
S t r iv e to  reduce energy  c o n s u m p t io n  
P ro m o te  p re se rva t ion  o f  open  space J
^ ^ . 7 0 %
H 4 . 5 7 %  
■  4,36% 
4,19%
I 3,80% 
3,77% 
3,71%
Scale: l v e ry  low priority to  5 very high priority
Hotel/Motel Summary
The ho te l/m o te l tourism  business respondents had th e  highest percent w ho said they had an increase in 2010 compared  
to  all o ther business sectors. Seventy one percent experienced an increase com pared to  the  next highest segment, 
ranches, resorts, lodges, hostels and hot springs, of which 69 percent had in increase. This increase in hote l/m ote l 
visitation was attribu ted  to  better m arketing, m ore regional travelers, and returning guests. The 26 percent w ho said 
they had a decrease in 2010 w ere  most likely to  say th e  U.S. econom y follow ed by few er leisure travelers as the  reason 
fo r th e ir decline.
Differences do em erge w hen looking at th e  priority ratings of the  seven tourism  charter related priorities by business 
sector. In the  ho te l/m o te l sector, w hile industry respondents indicated th a t helping m aintain M ontana s destination  
appeal was th e  top priority fo llow ed closely by m aintaining the  character of M ontana (as seen throughout the  region 
responses), prom oting preservation of open space was th e  lowest priority of all statem ents. W ithin  th e  regions, strive 
to  reduce energy consumption was always the lowest priority. This is an interesting finding since th e  Travelers for 
Open Lands  project is dependent on th e  accom m odation sector, especially th e  motels, to  prom ote donations by guests 
fo r setting aside conservation lands. Travelers fo r Open Lands  will need to  continue th e ir education of m otel 
managers as to  the  im portance of open space in M ontana fo r th e  tourism  industry as a whole.
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Hotel/Motel comment Section
G reen/sustainable, facilities, events, etc. are becoming a factor in visitor decision making and a 
healthy percentage of tourism  related business appear to  be oblivious to  this. As an exam ple  many 
guests have com m ented th a t it can be difficult to  recycle in M ontana and w ere pleased to  see w e  
offered recycling at th e  property.
Just hoping th e  econom y pickup /
THE LOSS OF BETSY BAUMGART IS A HUGE CONCERN TO THE FUTURE OF THE TOURISM INDUSTRY OF 
M O NTANA AND WE WILL HAVE TO WORK HARD TO M AINTAIN TOURISM AS SHE DEVELOPED IDEAS 
AND PROGRAMS THAT WORKED FOR THIS STATE AND IT'S TOURISM RELATED INDUSTRIES.
keep the  governor and his staff away from  dipping into the accom m odation ta x , and not firing the  
good people in th e ir position
You are asking to  com pare 2009 and 2010 and 2010 is not over yet, so it is very hard to  com pare th e  2 
years. Hunting is a large part of our business here in Philipsburg and rifle season is just to  begin. I still 
have 3 months to  decide w hat has happened in 2010 and w hy and you are asking fo r results and w hat 
will happen in 2011? I am confused. I can report th a t RV's are about th e  same as last year, up until 
Sept., rooms for hunters are up this year fo r opening w eek, w e have had several building projects 
going on here in the  area and I get m ore workers than tourists. I really cannot say w hat will happen  
next year as life in Philipsburg is not like being in a large city....every year brings something new. 
Thanks....
This econom y is scary fo r M a and Pa.
Guests still seem to  be very price sensitive, m any took advantage of our discount offers & less 
expensive weekday rates.
JOBS I
I feel th a t th ere  is a plethora o f duplicated subsidized tourist organizations, fo r exam ple in Kalispell we  
have seven from  the  cham ber to  th e  city all doing m ore or less similar things. 2009 was a huge boost 
mainly because of the  parks centennial not any bureau. Further effo rt should be directed tow ards the  
ordinary Joe by events such a horse racing and logger days etc and prom oting the  area as a whole.
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Vacation Homes/Condos/Cabins 
Average (mean) years business operated by current owners: 6.7  
Average (mean) years of business operation at current location: 10.86  
Range in years of operation by current owner: - -  47 years 
Range in years of operation at current location: 1  112 years 
Sample size: 92
Glacier Country 30 33%
Yellowstone Country 49 54%
Gold W est Country 8 9%
Russell Country 1 1%
Custer Country 1 1%
Missouri River Country 1 1%
percent may not add to 100 (rounding)
M o te l/h o te l 2 6%
Bed & Breakfast 4 12%
Ranches, resorts, lodges, hostels, 
hot springs
11 32%
Vacation homes, condos, cabins - -
Public campgrounds - -
Private campgrounds - -
O utfitter/G u ide 1 3%
Tours - -
Travel planners 1 3%
Event planners 4 12%
Vehicle rentals - -
Ski area 7 21%
Museum , historic site - -
Attraction - -
Tourism prom otion/advertising - -
O ther 1 3%
Increase 51 57%
Decrease 19 21%
Remained the  same 20 22%
Better marketing 25 51%
Im proved website 13 26%
Expanded operations/services 6 12%
Returning guests 25 49%
Little com petition in my area 3 6%
A ffordability of w hat w e offer 20 39%
U.S. economy 14 28%
Canadian exchange rate 2 4%
O ther foreign exchange rates 1 2%
M ore  local travelers 5 10%
M ore  regional travelers 11 22%
Special event(s) held in our area 6 12%
W eath er 2 4%
Fire activity - -
Lack of fires 8 15%
O ther 7 14%
respondents could check multiple answers **n 51
Less advertising on our part 1 5%
Reduced offerings/services - -
Fewer returning guests 5 26%
Increased com petition in my area 3 16%
Our pricing may be too high 1 5%
U.S. economy - -
Gas prices 7 37%
Exchange rates - -
Fewer local travelers 1 5%
Fewer regional travelers 2 11%
Fewer business travelers - -
Fewer leisure travelers 7 37%
Changes in hunting/fishing licenses - -
Construction in area - -
W eath er 3 16%
Fire activity - -
Lack of fires - -
O ther 2 11%
respondents could check m ultip le  answers; **n 19
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Increase 46 52%
Decrease 6 7%
Remain the  same 37 42%
If had 
Increase in 
2010 (n 51)
# %
If had a decrease 
in 2010 (n 19)Outlook for 2011
ncrease
Remain the  same
Bookings/inquires are up 27 59%
M o re /b e tte r m arketing pursued 14 30%
Im proved website 10 22%
Experiencing a gradual increase 20 44%
Expanded or Im proved our offerings 7 15%
A ffordability of w hat w e offer 15 33%
Little com petition In my area 5 11%
M ore  local travelers 3 75
M ore  regional travelers 6 135
W e get many repeat customers 13 28%
Canadian exchange rate 1 2%
O ther foreign exchange rates 1 2%
U.S. economy 15 33%
Special events In our area 5 11%
W e are new, so w e are Increasing 11 24%
O ther 3 75
Bookings/inquires are down 4
W e ve done less m arketing 1
Experiencing a gradual decrease
Reduced our offerings/services 1
Our pricing may be too high
Increased com petition In my area 1
Expect few er leisure travelers 4
Expect few er business travelers
Expect few er local travelers 1
Expect few er regional travelers 3
Changes In huntlng/flshing licenses
Gas prices 2
U.S. economy 4
Global economy
O ther 1
respondents could check multiple answers **n 6
Expand current business or site 11 12%
Renovate current site 9 10%
Add m ore sites/business elsewhere 4 4%
Downsize current business or site 1 1%
Close dow n/sell business or site 3 3%
Remain the same 64 70%
respondents could check multiple answers **n 91
respondents could check multiple answers 
*n 46
Last minute bookings 35 40% 35 40% 7 8% 12%
W alk in patrons 8 10% 13 16% 3 4% 71%
Retail sales 4 5% 4 5% 3 4% 86%
Dining out 1 1% 5 7% 1 1% 91%
Length of stay 21 26% 39 48% 14 17%
Visitors seeking less expensive activities 29 37% 28 35% 1 1% 27%
# of Montanans traveling w ithin the state 16 20% 38 46% 11 13% 21%
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Help maintain M ontana s destination appeal 3% 3% 21% 72% 4.62
Strive to hire local people 11% 6% 17% 24% 43% 3.81
Promote preservation of open space 7% 4% 22% 20% 47% 3.96
Help prevent overdevelopm ent if against community values 8% 7% 16% 22% 48% 3.96
Maintain the character of Montana 1% 6% 17% 77% 4.68
Encourage all types of tourism developm ent 4% 8% 19% 23% 46% 3.98
Strive to reduce energy consumption 6% 11% 31% 24% 28% 3.58
percents may not add to 100 due to rounding
Vacation homes/Condos/Cabins: How high a 
priority is it for the Montana tourism industry 
to....
M a in ta in  the  c h a rac te r  o f  M o n ta n a  
Heip m a in ta in  M o n ta n a s  d e s t in a t io n  appeai 
Encourage aii types  o f  to u r is m  d e v e io p m e n t  
Heip p re v e n t  o v e rd e v e io p m e n t  if  aga inst c o m m u n i ty . . .
P ro m o te  p re se rva t ion  o f  o p en  space 
S t r iv e to  h ire  iocai peop ie 
Str ive to  reduce energy  c o n s u m p t io n
m . 6 8 %
^ ^ ^ 4 .62% 
■ 3.98%
I 3.96%
I 3.96% 
3.81%
3.58%
Scale: l v e ry  low priority to  5 very high priority
Vacation Homes/Condos/Cabins Summary
The rental sector of vacation homes, condos and cabins usually represents m ore extended stays of up to  a w eek or 
m ore. Just over half (57%) o f the  respondents in this tourism  business sector had an increase in 2010 but 21 percent 
had a decrease. Only the  ou tfitte r/gu ide  sector had m ore respondents w ith a decrease com pared to  the  other 
businesses in tourism . These rental hom es/condos/cabins indicated th a t few er leisure travelers and gas prices w ere the  
reason fo r the ir decrease but those w ith  an increase said th e  returning guests and affordability helped increase the ir  
visitation in 2010. Almost half of this sector expects 2011 to  rem ain the  same in term s of num ber o f guests (42% ), but 
52 percent expect an increase based on bookings and inquiries.
Owners of vacation homes, condos and rental cabins indicated th a t maintaining th e  character of M ontana, fo llow ed by 
helping m aintain M ontana s destination appeal, w ere  the top  tw o  priorities of seven M ontana tourism  charter related  
statem ents. This was th e  only industry segm ent th a t placed m aintaining th e  character of M ontana  as th e  top priority. 
All other sectors placed th e  destination appeal at th e  top. W hile  th e  difference is small, it may indicate th a t these  
business owners feel m aintaining the  character o f M ontana will u ltim ately help m aintain M ontana s destination appeal 
and hence should be th e  top  priority.
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Vacation homes, Condos, Cabins Comment Section
I never get any inquiries from  your site
W e  are unique in th a t w e do not need guests to  support the  costs o f our vacation rental. W e  would  
rather be selective and know th a t our guests will respect our property as they use it. It is a win win  
situation because they stay fo r less and w e don t need to  w orry about depreciation or dam age. W e  
appreciate w hat you are doing fo r M ontana tourism , but w e don t w an t m ore exposure to  attract 
m ore guests to  our vacation rental. For us, th e  quantity and quality of our guests is satisfactory.
I wonder, in your questionnaires th a t are sent to  visitors to  M ontana, do you include outdoor activities 
as possibilities of w hy they came to  M ontana? M y vacation property is near a popular fishing and 
boating destination in Bighorn County and I never see those numbers on your summaries. Also, how  
do you decide w ho gets sent those questionnaires? I would be willing to  ask my guests if they would  
be willing to  participate. Thanks, the  inform ation you provide is helpful and I appreciate it. B.T.
last year was only a LITTLE better than th e  year before, certainly not as good as previous years before  
the  econom y tanked
The m arketing fo r th e  Glacier Park 100 year celebration was w onderfu l! It brought us lots o f last 
m inute reservations, especially those people w ith  PETS, as w e are a pet friendly resort!!
I co own tw o  vacation cabin rentals in Paradise Valley, which are usually rented by the week(although  
3 night stays are available out of season). Booking th e  sum m er months is fairly easy. W e re  a little too  
fa r from  ski hills to  get th a t business in the  w in ter. However, w e get elk, deer, bobcats, wolves, etc on 
the  property in th e  off season, and are only 30 miles from  YNP. October, April, and early M ay have 
w onderful w eather in general, yet are traditionally slow. W h at kind of m arketing could increase 
bookings October to  May.
W e  are raising our rates fo r next year and w e have not done th a t since 2008. Our advertising and 
recom m endations have really helped us this year. For w hat w e o ffer w e are very reasonable  
hopefully w e can add a bit to  the  rates w ithout discouraging our base.
WE need to  cater m ore to  businesses and get m ore in M ontana. W e  have no really BIG businesses 
here. Our business taxes are too  high and it scares them  away . W e  need to  create m ore jobs and 
businesses to  get m ore tourists to  w an t to  come here. And w an t to  shop in our tax free businesses.
W ould encourage YNP to  plow the  roads fo r all types of people to  be able to  enjoy th e  park.
Tourism is doing great and w e are looking forw ard  to  a much stronger 2011.
There should be a reduction of state tax on these rental properties
Thanks fo r all th e  good w ork done by ITRR staff.
W e  have a vacation Rental, and w e saw few er inquiries and bookings this last year as com pared to  
2009. I believe the  poor US econom y is the  m ajor factor in the  few er bookings.
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W e have a fully equipped house th a t will handle six persons. W e  are not finding people w ho w ant to  
stay fo r a w eek or tw o . W e are really not interested in renting it fo r one night.
I th ink th a t th ere  needs to  be m ore inform ation about Paradise Valley in ads fo r Yellowstone.
I m optim istic fo r the coming year, although it really is a tough call regarding th e  economic outlook for 
2011.
I am very concerned about th e  econom y and cost of gas. Our people seem to  be staying longer and 
traveling from  closer. Much few er are flying from  out o f state. M ost business is from  th e  North W est. 
W e are in the  very southern part of Glacier Country, and th a t is not much help to  us.
have a m ore effective visitm t.com  sight. Locate properties/services on w eb site by having a map 
showing cities and letting people click on city. Not sure how to  do this... g ive/help  travelers have m ore  
educational/learning opportunities...m aybe fund state parks/national parks better so th a t they  could 
interact w /  public m ore...fireside chats... Thanks fo r your effort.
The overall v iew  of M ontana as a resort and vacation destination is increasing. The visitors th a t have 
not been here are in awe, the  ones th a t know about it will always w ant to  return, and do so.
I see many ads on TV or on th e  in ternet fo r visit M t  w ith photos of cowboys, beautiful landscaping, 
etc. which is great fo r us. Haven t seen any w ith  photos of Yellowstone or suggesting visit 
Yellowstone.  M any visitors are from  Atlanta, Georgia (direct flights to  Bzm) so m ight be great place 
to  publish ads.
W e  are grateful th a t bookings have steadily increased and hope th a t th e  econom y can m aintain w here  
it is at or improve.
I do believe w e have a long way still to  go in prom oting vacation rental homes. People still do not th ink  
to  rent a hom e vs Hotel rooms.
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Ranches, Resorts, Lodges, Hostels & Hot Springs
Average (mean) years business operated by current owners: 13.70  
Average (mean) of business operation at current location: 29.40  
Range in years of operation by current owner: 1 6 5  years 
Range in years of operation at current location: 1  104 years 
Sample size: 36
Glacier Country 15 44%
Yellowstone Country 9 27%
Gold W est Country 8 24%
Russell Country - -
Custer Country 1 3%
Missouri River Country 1 3%
percent may not add to 100 (rounding)
M ote l/h o te l 8 32%
Bed & Breakfast 1 4%
Ranches, resorts, lodges, hostels, hot 
springs
- -
Vacation homes, condos, cabins 8 32%
Public campgrounds 2 8%
Private campgrounds 2 8%
O utfitter/G u ide 6 24%
Tours 1 4%
Travel planners 1 4%
Event planners 3 12%
Vehicle rentals 1 4%
Ski area 3 12%
M useum , historic site 1 4%
Attraction 2 8%
Tourism promotion/advertising 11 31%
O ther 1 4%
Increase 24 69%
Decrease 10 29%
Remained the  same 1 3%
Better marketing 12 50%
Im proved website 9 38%
Expanded operations/services 3 13%
Returning guests 17 71%
Little com petition in my area 5 21%
A ffordability of w hat w e offer 8 33%
U.S. economy 12 50%
Canadian exchange rate 2 8%
O ther foreign exchange rates 2 8%
M ore  local travelers - -
M ore  regional travelers 7 29%
Special event(s) held in our area 3 13%
W eath er 2 8%
Fire activity - -
Lack of fires 5 21%
O ther 3 13%
respondents could check multiple answers **n 24
Less advertising on our part 3
Reduced offerings/services
Fewer returning guests 4
Increased com petition in my area
Our pricing may be too high
U.S. economy 9
Gas prices 2
Exchange rates
Fewer local travelers 1
Fewer regional travelers 2
Fewer business travelers 3
Fewer leisure travelers 2
Changes in hunting/fishing licenses 1
Construction in area
W eath er 4
Fire activity
Lack of fires
O ther
respondents could check m ultip le  answers; **n 10
30
-
-
" 
" = 
-
-
-
-
-
-
-
-
" = 
Increase 18 53%
Decrease - -
Remain the  same 16 47%
If had 
Increase in 
2010 (n 24)
# %
If had a decrease 
in 2010 (n 10)Outlook for 2011
ncrease
Remain the  same
Bookings/inquires are up 12 67%
M o re /b e tte r m arketing pursued 10 56%
Im proved website 6 33%
Experiencing a gradual increase 7 39%
Expanded or Im proved our offerings 8 44%
A ffordability of w hat w e offer 6 33%
Little com petition In my area 2 11%
M ore  local travelers - -
M ore  regional travelers 4 225
W e get many repeat customers 10 56%
Canadian exchange rate 2 11%
O ther foreign exchange rates 1 6%
U.S. economy 9 50%
Special events In our area 2 11%
W e are new, so w e are Increasing 5 28%
O ther 1 65
Reason for Expected Decrease in 201 1**
No respondents said they expect 
a decrease in 2011.
respondents could check multiple answers **n 34
Expand current business or site 8 23%
Renovate current site 7 20%
Add m ore sites/business elsewhere 1 3%
Downsize current business or site - -
Close dow n/sell business or site 1 3%
Remain the same 19 54%
respondents could check multiple answers **n 36
respondents could check multiple answers 
*n 18
Last minute bookings 19 54% 9 26% 4 11% 9%
W alk in patrons 10 28% 8 22% 2 6% 49%
Retail sales 9 26% 7 20% 2 6% 49%
Dining out 7 20% 5 14% 1 3% 63%
Length of stay 7 21% 17 50% 7 21% 9%
Visitors seeking less expensive activities 15 43% 10 29% 3 9% 20%
# of Montanans traveling w ithin the state 9 25% 14 39% 5 14% 22%
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Help maintain M ontana s destination appeal 3% 3% 11% 83% 4.72
strive to hire local people 6% 37% 26% 31% 3.77
Promote preservation of open space 3% 8% 19% 14% 56% 4.11
Help prevent overdevelopm ent if against community values 6% 6% 28% 22% 39% 3.83
Maintain the character of Montana 3% 3% 6% 14% 75% 4.56
Encourage all types of tourism developm ent 6% 3% 22% 28% 42% 3.97
Strive to reduce energy consumption 11% 31% 31% 28% 3.64
percents may not add to 100 due to rounding
Ranches/Resorts/Lodges/Hostels/Hot Springs: 
How high a priority is it for the Montana tourism  
industry to....
Help m a in ta in  M o n ta n a s  d e s t in a t io n  appea i 
M a in ta in  th e  c h a ra c te r  o f  M o n ta n a  
P ro m o te  p re s e rv a t io n  o f  open  space 
e n cou rage  ai l ty p e s  o f  t o u r  sm  d e v e io p m e n t  
H e ip  p re v e n t  o v e r d e v e io p m e n t  if ag a ins t  c o m m u n i t y . . .
S tr ive  t o  h i re  iocai p e op ie  
S t r  ve  to  red uce  e n e rg y  c o n s u m p t io n
Scale: l v e ry  low priority to  5 very Inigln priority
■  .72% 
4.55%
I ^.11%  
3.97%
3.83%
3.77%
3.64%
Ranches, Resorts, Lodges, Hostels & Hot Springs Summary
Tine vast m ajority (69% ) of business owners in tfie  rancfies, resorts, lodges, fiostels and fiot springs tourism  sector fiad an 
increase in visitation in 2010. Returning guests and better m arketing w ere  the  reasons attributed  fo r th e ir increase. The 
U.S. econom y was the  num ber one reason stated fo r the  29 percent of these business owners who experienced a 
decrease. Interestingly, not a single business ow ner in this sector believes they  will have a decrease in visitation in 
2011 (53%  expect an increase and 47%  expect it to  rem ain the same).
Ranches, resorts, lodges, hostels and hot springs business owners indicated th a t helping m aintain M ontana s destination  
appeal was th e  top priority of seven M ontana tourism  charter related statem ents fo llow ed by m aintaining the  character 
of M ontana. The statem ent, strive to  reduce energy consumption,  received th e  lowest priority rating by owners in 
this business sector.
Forty six percent o f ranches, resorts, lodges, hostels and hot springs respondents said they will expand th e ir current 
business, renovate th e ir business, or add m ore sites elsew here in 2011. The m ajority (54%) indicate they will rem ain the  
same in 2011 w ith no additions and no plans to  reduce services. W ith  no respondents in this business sector 
anticipating a decrease, ranches, resorts, lodges, hostels and hot springs owners are hopeful fo r 2011 and certainly not 
giving up because of a few  down years.
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Ranches, Resorts, Lodges Comment Section
It is critical th a t w e m aintain th e  m ultip le use process of our state. Too m any special interest groups 
are targeting snowmobiling, four wheeling, etc as endangering th e  environm ent. W e have had a 
decrease in our w in ter bookings from  states like Wisconsin, M innesota etc because they have heard  
about us not allowing groom ing of trails. Judge M olloy is to ta lly  out o f touch w ith  reality and is too  far 
into th e  environm entalists camp.
The econom y is killing small business like ours who don t deal w ith high end spenders. The present 
federal adm inistration is crushing the middle class which is our main business clients. They have no 
extra m oney to  spend on vacations or quick getaways. Our num ber of fam ily reunions is down  
trem endous because fam ily m em bers can t afford th e  cost to  trail from  the ir hom e to  M ontana. Prior 
to  the  fuel cost increase and the econom y w e averaged 5 8 fam ily reunions, this last year one!
On our wish list: 1. Lower airline prices 2. Better representation of Dude Ranches in state travel 
inform ation. And a better system on th e  state site fo r the  trave ler to  find w hat they  w ant. 3. Let's 
w ork together.
It is im portant th a t the  State of M ontana prom ote th e  benefits o f the  outfitting industry and the  
trickle dow n effect it has to  the  local com m unities in the  state. O utfitting has always been under 
attack in th e  state but speaking as an outfitter, w e need the  support of the  State of M ontana to  do 
business on a level playing field which in turn will benefit the  state.
Tourists w ithin a five hour drive tim e are my best customers.
W e  fe lt the  m arketing done in conjunction w ith  the  Glacier Park Centennial was very beneficial fo r our 
business and th e  other businesses in W hitefish.
W ith  the  econom y as bad as it is, I th ink it would be profitable to  encourage M ontanans to  travel and 
visit destinations w ithin our own state.
W e  should increase our train routes m ore track and affordable fo r vacationers to  travel by train. 
Am trak. A spur from  the  northern line to  Bozeman.
W e  are optim istic fo r 201111
I was glad to  see recognition th a t developm ent th a t impacts our natural resources and is contrary to  
our com m unity values is on your radar because our niche  w ith  our open space, wildlife, fisheries is 
like now here else in th e  low er 48. It is high tim e  th a t land use planning becomes this state s focus.
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O utfitter/Guide
Average (mean) years business operated by current owners: 17.06  
Average (mean) years of business operation at current location: 24.42  
Range in years of operation by current owner: 2 3 9  years 
Range in years of operation at current location: 2  108 years 
Sample size: 34
Glacier Country 7 21%
Yellowstone Country 10 29%
Gold W est Country 7 21%
Russell Country 4 12%
Custer Country 5 15%
Missouri River Country 1 3%
percent may not add to 100 (rounding)
M o te l/h o te l 1 4%
Bed & Breakfast 1 4%
Ranches, resorts, lodges, hostels, 
hot springs
5 22%
Vacation homes, condos, cabins 1 4%
Public campgrounds - -
Private campgrounds - -
O utfitter/G uide - -
W agon tra in /ca ttle  drives 2 9%
Tours 8 35%
Travel planners - -
Event planners - -
Vehicle rentals - -
Ski area - -
Museum , historic site - -
Attraction - -
Tourism prom otion/advertising - -
O ther 1 4%
Increase 16 47%
Decrease 12 35%
Remained the  same 6 18%
Better marketing 9 56%
Im proved website 6 38%
Expanded operations/services 4 25%
Returning guests 7 44%
Little com petition in my area 1 6%
Affordability of w hat w e offer 3 19%
U.S. economy 4 25%
Canadian exchange rate - -
O ther foreign exchange rates - -
M ore local travelers 2 13%
M ore  regional travelers 3 19%
Special event(s) held in our area - -
W eath er 3 19%
Fire activity - -
Lack of fires 3 19%
O ther 1 6%
respondents could check multiple answers **n 16
Less advertising on our part - -
Reduced offerings/services - -
Fewer returning guests 4 33%
Increased com petition in my area 1 8%
Our pricing may be too high - -
U.S. economy 10 83%
Gas prices 1 8%
Exchange rates - -
Fewer local travelers - -
Fewer regional travelers 1 8%
Fewer business travelers - -
Fewer leisure travelers 3 25%
Changes in hunting/fishing licenses 3 25%
Construction in area - -
W eath er 1 8%
Fire activity - -
Lack of fires - -
O ther 1 8%
respondents could check m ultip le  answers; **n 12
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Increase 14 42%
Decrease 8 24%
Remain the  same 11 33%
If had 
Increase in 
2010 (n 16)
# %
If had a decrease 
in 2010 (n 12)Outlook for 2011
ncrease
Remain the  same
Bookings/inquires are up 7 50%
M o re /b e tte r m arketing pursued 7 50%
Im proved website 7 50%
Experiencing a gradual Increase 7 50%
Expanded or Im proved our offerings 3 21%
A ffordability of w hat w e offer 5 36%
Little com petition In my area 2 14%
M ore  local travelers 1 7%
M ore  regional travelers 1 7%
W e get many repeat customers 9 64%
Canadian exchange rate - -
O ther foreign exchange rates - -
U.S. economy 6 43%
Special events In our area - -
W e are new, so w e are Increasing 2 14%
O ther - -
Bookings/inquires are down 4
W e ve done less m arketing
Experiencing a gradual decrease
Reduced our offerings/services
Our pricing may be too high
Increased com petition In my area
Expect few er leisure travelers 1
Expect few er business travelers
Expect few er local travelers
Expect few er regional travelers
Changes In huntlng/flshing licenses 5
Gas prices 1
U.S. economy 5
Global economy 2
O ther 2
respondents could check multiple answers n 8
Expand current business or site 7 22%
Renovate current site 2 6%
Add m ore sites/business elsewhere 2 6%
Downsize current business or site 2 6%
Close dow n/sell business or site - -
Remain the same 20 63%
respondents could check multiple answers **n 34
respondents could check multiple answers 
**n 14
Last minute bookings 13 39% 13 39% 5 15% 6%
W alk in patrons 3 10% 14 45% 4 13% 32%
Retail sales 4 14% 7 24% 2 7% 55%
Dining out 1 4% 3 11% 2 7% 79%
Length of stay 5 17% 11 37% 6 20% 27%
Visitors seeking less expensive activities 16 55% 5 17% 2 7% 21%
# of Montanans traveling w ithin the state 7 24% 14 48% 1 3% 24%
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Help maintain M ontana s destination appeal - - 12% 27% 62% 4.50
Strive to hire local people 3% 29% 18% 50% 4.12
Promote preservation of open space 3% 6% 15% 24% 53% 4.18
Help prevent overdevelopm ent if against community values 9% 12% 9% 18% 53% 3.94
Maintain the character of Montana 3% 15% 21% 61% 4.36
Encourage all types of tourism developm ent 6% 41% 24% 29% 3.76
Strive to reduce energy consumption 12% 6% 35% 24% 24% 3.41
percents may not add to 100 due to rounding
Outfitter/Guide: How h 
Montana touris
gh a priority is it for the 
m industry to....
j l l l v C l U  I I I I C  l U L o l  f J c U f J I C
d A 1 / o
Scale: l v e ry  low priority to  5 very high priority
Outfitter/Guide Summary
M ontana o utfitte r and guide respondents experienced the  highest num ber of the ir businesses w ith  a decrease in 2010  
(35%) com pared to  all o ther tourism  businesses. The U.S. Economy was th e  main reason stated fo r the  decrease in 
visitation. O f the  47 percent w ho experienced an increase in 2010, better m arketing and returning guests was w hat 
brought visitors to  the ir business. It appears to  be a mixed review as to  w hat will happen in 2011. W hile  th e  most 
respondents (42%) believe 2011 will be better, one quarter of th e  respondent believe they will have a decrease and 33 
percent th ink 2011 will rem ain the  same as in 2010.
O utfitter and guide tourism  industry respondents indicated th a t helping m aintain M ontana s destination appeal was the  
top priority o f seven M ontana tourism  charter related statem ents fo llow ed closely by m aintaining the  character of 
M ontana. The statem ent, strive to  reduce energy consumption,  received the lowest priority rating by o u tfitte r and 
guide respondents.
Fifty five percent of o u tfitte r and guide respondents said vacationers w ere  seeking less expensive activities. W ith  guided 
trips being a m ore expensive activity, it is not surprising th a t this business segm ent experienced decreases and is 
uncertain as to  w hat 2011 will bring.
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Outfitter/Guide Comment Section
Part o f the  draw  to  M ontana is th e  outdoor experience Is d ifferent than any place else. This Is because 
w e stay closer to  our M ontana freedom s, morals and ethics. If w e strive to  be like California or 
Colorado w e will lose not just our Identity but w hat makes us unique and great. W e  need to  m aintain  
the  small tow n  attitude  and th e  w estern values.
M ontana Is sending out th e  message loud and clear th a t non resident hunters are not welcom e.
Thank you, th a t was pretty  easy. Love all the  w ork th a t you do. It Is very Interesting and helpful.
Initiative 161 Is a direct assault on my business and livelihood here In M ontana. Apparently my efforts  
and those of my fe llow  O utfitters and guides are not to  be rew arded. I wish ITR would speak out on 
behalf of this $200 million hunting Industry In M ontana to  defend It from  elim ination.
This Inform ation In this survey Is very helpful, and cannot w ait to  hear the  results.
None
Give us some of the  bed tax m oney back. In th e  form  of com m unity Im provem ent and real help w ith  
m arketing so w e can Im prove our Image. The state tourism  bureau does a poor job  In every way. Don t 
stop now! clean house from  the  bottom  up. dum p th e  stupid tourism  region farce. For the  most part, 
the  board m em bers In our region have little or nothing to  do w ith  tourism  directly. Russell Country, 
w hat does It m ean to  anybody? Our bed tax goes to  on-the-job-train ing fo r entry level ad grads at 
W endt, and our so called travel planner proves It. W e  do just fine w ithout any help from  M t tourism  
and that s  fine by us, I just hate to  see Ft. Benton w ither fo r lack of funding, w hile do nothing  
bureaucrats w atch the m oney go back to  the  general fund. Call m e sour grapes, this company has 
done very well fo r a very long tim e  In spite of M t. Tourism.
W e  are very concerned that. If I 161 passes, m any non gulded nonresident big gam e hunters will 
perceive th a t M ontana Is price gouging, and will decide to  hunt elsew here. This will be a big economic  
blow.
I couldn t help but notice th e  lack of a North Central or North East M ontana Seminar location such as 
Flavre or Glasgow
I th ink w e need to  manage th e  wolves In M ontana before It's the ELK th a t makes the  endangered  
species list. People th a t come here to  visit w an t to  see all of the  animals and habitats.
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Tourism Promotion Organizations/Advertising Companies
Average (mean) years business operated by current owners: 12.43  
Average (mean) years of business operation at current location: 30 .27  
Range in years of operation by current owner: 1  100 years 
Range in years of operation at current location: 1  103 years 
Sample size: 34
Glacier Country 6 18%
Yellowstone Country 9 27%
Gold W est Country 9 27%
Russell Country 4 12%
Custer Country 5 15%
Missouri River Country 1 3%
percent may not add to 100 (rounding)
M o te l/h o te l - -
Bed & Breakfast 1 4%
Ranches, resorts, lodges, hostels, hot 
springs
- -
Vacation homes, condos, cabins 1 4%
Public campgrounds 1 4%
Private campgrounds 1 4%
O utfitter/G u ide - -
Tours 3 12%
Travel planners 7 28%
Event planners 1 4%
Vehicle rentals - -
Ski area 1 4%
Museum , historic site 2 8%
Attraction 2 8%
Tourism prom otion/advertising - -
O ther 5 20%
Increase 21 66%
Decrease 5 16%
Remained the  same 6 19%
Better marketing 12 57%
Im proved website 11 52%
Expanded operations/services 3 14%
Returning guests 7 33%
Little com petition in my area - -
A ffordability of w hat w e offer 4 19%
U.S. economy 8 38%
Canadian exchange rate 2 10%
O ther foreign exchange rates 1 5%
M ore  local travelers 8 385
M ore regional travelers 15 71%
Special event(s) held in our area 9 43%
W eath er 1 5%
Fire activity - -
Lack of fires 5 24%
O ther 3 14%
respondents could check multiple answers **n 21
Less advertising on our part
Reduced offerings/services
Fewer returning guests
Increased com petition in my area
Our pricing may be too high
U.S. economy 4
Gas prices 2
Exchange rates
Fewer local travelers
Fewer regional travelers 2
Fewer business travelers
Fewer leisure travelers 1
Changes in hunting/fishing licenses
Construction in area
W eath er 1
Fire activity
Lack of fires
O ther
respondents could check m ultip le  answers; **n 5
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Increase 22 73%
Decrease - -
Remain the  same 8 27%
If had 
Increase in 
2010 (n 20)
# %
If had a decrease 
in 2010 (n 4)Outlook for 2011
ncrease
Remain the  same
Bookings/inquires are up 5 23%
M o re /b e tte r marketing pursued 13 59%
Improved website 11 50%
Experiencing a gradual increase 7 32%
Expanded or Im proved our offerings 4 18%
A ffordability of w hat w e offer 6 27%
Little com petition In my area - -
M ore  local travelers 5 23%
M ore  regional travelers 10 46%
W e get many repeat customers 11 50%
Canadian exchange rate 3 14%
O ther foreign exchange rates 2 9%
U.S. economy 7 32%
Special events In our area 9 41%
W e are new, so w e are increasing - -
O ther 1 5%
Reason for Expected Decrease in 201 1**
No respondents expect a 
decrease in 2011.
respondents could check multiple answers **n 8
Expand current business or site 4 14%
Renovate current site 4 14%
Add m ore sites/business elsewhere 2 7%
Downsize current business or site - -
Close dow n/sell business or site - -
Remain the same 22 79%
respondents could check multiple answers **n 34
respondents could check multiple answers 
*n 22
Last minute bookings 6 22% 2 7% - - 70%
Walk in patrons 11 37% 5 17% 3 10% 37%
Retail sales 2 7% 3 10% 3 10% 72%
Dining out - - 4 15% 2 8% 77%
Length of stay 6 21% 4 14% 2 7% 57%
Visitors seeking less expensive activities 15 52% 4 14% - - 35%
# of Montanans traveling w ithin the state 15 56% 4 15% 1 4% 26%
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Help maintain M ontana s destination appeal - - - 24% 77% 4.76
Strive to hire local people 3% 3% 38% 56% 4.44
Promote preservation of open space 6% 18% 36% 39% 4.09
Help prevent overdevelopm ent if against community values 3% 26% 23% 48% 4.16
Maintain the character of Montana 3% 3% 9% 12% 74% 4.50
Encourage all types of tourism developm ent 3% 7% 16% 23% 52% 4.13
Strive to reduce energy consumption 6% 15% 24% 18% 36% 3.64
percents may not add to 100 due to rounding
Tourism promotion organizations/Advertising 
companies: How high a priority is it for the 
Montana tourism industry to....
Help m ainta in  M on tana s  dest ina tion appeai 
M ain ta in  the character o f  M ontana 
S tr ive to  hire iocai peopie 
Heip prevent ove rdeve iopm en t if against community . . .  
Encourage aii types o f  tou rism  deve iopm ent 
P rom ote preservation o f  open space 
S tr ive to  reduce energy consum ption
^ 76% 
i 4.50% 
4.44%
4.16%
4.13%
4.09%
3.64%
Scale: l v e ry  low priority to  5 very high priority
Tourism Promotion Organizations/Advertising Companies Summary
The tourism  prom otion organizations and advertising companies represent an interesting tourism  business group. The 
organizations can represent convention and visitor bureaus, chambers of com m erce, and visitor centers w ho do not host 
visitors, but certainly do interact w ith  them . The advertising companies represent these organizations or private tourism  
businesses. Interestingly, 66 percent of this group indicated an increase in 2010 and only 16 percent said th ere  was a 
decrease. M o re  regional travelers, b e tte r m arketing and im proved websites w ere  credited w ith  th e  increases.
Respondents in th e  tourism  prom otion organizations and advertising companies indicated th a t helping m aintain  
M ontana s destination appeal was th e  top priority o f seven M ontana tourism  charter related statem ents. This group  
rated this priority higher than all the  o ther tourism  businesses in th e  survey.
Seventy three percent o f tourism  prom otion organizations and advertising com pany respondents said th a t they expect 
an increase in 2011, and none of them  expect a decrease, showing a very positive outlook fo r 2011.
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Tourism Promotion Organizations/Advertising Company Comment Section
state D epartm ent o f Com m erce needs to  w ork w ith  Tribes and support endeavors.
Until th e  job picture improves in larger m etro areas, individual travel budgets will feel pressure. 
Groups of fam ilies are pooling transportation, lodging and dining resources m ore than ever, and trying  
to  cram as m any experiences into a shorter am ount of tim e. This may eventually affect the ir  
perception about the  quality  of this experience.
International visitation has affected north central M ontana, both from  Canada and abroad. Since the  
US Dollar has not been strong, w e are a bargain fo r international visitors.
Please help us to  keep prom oting M ontana and all of th e  jew els it has to  o ffer the  entire  state! Please 
don t discourage travelers by scaring them  w ith  construction on th e  Beartooth pass or nearby 
roadways w e need the ir business! Please encourage other entities to  do the  same for each other. 
Som etim es th e  construction is only a 10 m inute delay but th e  w ay it is com m unicated; people will 
avoid it at all costs, thank you fo r conducting this survey!
None.
As long as the  US econom y appears  stable, vacationers will come out. But they ve been vacationing  
on the  cheap by camping instead of moteling, by buy groceries & fast food instead of eating at 
restaurants, and by reducing or elim inating retail merchandise purchases.
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Bed and Breakfast
Average (mean) years business operated by current owners: 9 .94  
Average (mean) years of business operation at current location: 13.29  
Range in years of operation by current owner: 1 2 3  years 
Range in years of operation at current location: 1 6 2  years 
Sample size: 28
Glacier Country 17 61%
Yellowstone Country 1 4%
Gold W est Country 4 14%
Russell Country 2 7%
Custer Country 3 11%
Missouri River Country 1 4%
percent may not add to 100 (rounding)
M o te l/h o te l 2 13%
Bed & Breakfast - -
Ranches, resorts, lodges, hostels, hot 
springs
3 19%
Vacation homes, condos, cabins 7 44%
Public campgrounds - -
Private campgrounds 1 6%
O utfitter/G u ide - -
Tours 1 6%
Travel planners - -
Event planners 1 6%
Vehicle rentals - -
Ski area - -
Museum , historic site 1 6%
Attraction 2 13%
Tourism prom otion/advertising - -
O ther 1 6%
Increase 18 64%
Decrease 5 18%
Remained the  same 5 18%
Better marketing 9 50%
Im proved website 8 44%
Expanded operations/services 4 22%
Returning guests 9 50%
Little com petition in my area 5 28%
A ffordability of w hat w e offer 7 39%
U.S. economy 5 28%
Canadian exchange rate 2 11%
O ther foreign exchange rates 4 22%
M ore  local travelers 3 17%
M ore  regional travelers 4 22%
Special event(s) held in our area 7 39%
W eath er 1 6%
Fire activity - -
Lack of fires 5 28%
O ther 5 28%
respondents could check multiple answers **n 18
Less advertising on our part
Reduced offerings/services 1
Fewer returning guests
Increased com petition in my area 2
Our pricing may be too high
U.S. economy 3
Gas prices 3
Exchange rates
Fewer local travelers
Fewer regional travelers 1
Fewer business travelers
Fewer leisure travelers 3
Changes in hunting/fishing licenses
Construction in area
W eath er 1
Fire activity
Lack of fires
O ther
respondents could check m ultip le  answers; **n 5
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Increase 18 64%
Decrease 3 11%
Remain the  same 7 25%
If had 
Increase in 
2010 (n 18)
# %
If had a decrease 
in 2010 (n 5)Outlook for 2011
ncrease
Remain the  same
Bookings/inquires are up 5 28%
M o re /b e tte r marketing pursued 9 50%
Im proved website 7 39%
Experiencing a gradual increase 11 61%
Expanded or Im proved our offerings 2 11%
A ffordability of w hat w e offer 7 39%
Little com petition In my area 2 11%
M ore  local travelers 2 11%
M ore  regional travelers 3 17%
W e get many repeat customers 6 33%
Canadian exchange rate 2 11%
O ther foreign exchange rates 1 6%
U.S. economy 5 28%
Special events In our area 2 11%
W e are new, so w e are Increasing 2 11%
O ther 3 17%
Bookings/inquires are down 2
W e ve done less m arketing
Experiencing a gradual decrease
Reduced our offerings/services
Our pricing may be too high
Increased com petition In my area
Expect few er leisure travelers 2
Expect few er business travelers
Expect few er local travelers
Expect few er regional travelers
Changes In huntlng/flshing licenses
Gas prices 3
U.S. economy 3
Global economy 3
O ther
respondents could check multiple answers **n 3
Expand current business or site 4 15%
Renovate current site 4 15%
Add m ore sites/business elsewhere 1 4%
Downsize current business or site 1 4%
Close dow n/sell business or site 3 11%
Remain the same 17 63%
respondents could check multiple answers **n 28
respondents could check multiple answers 
*n 18
Last minute bookings 10 37% 15 56% 2 7%
W alk in patrons 5 20% 10 40% 6 24% 16%
Retail sales 2 8% 8 32% 3 12% 48%
Dining out 2 8% 7 28% 3 12% 52%
Length of stay 7 29% 16 67% 1 4%
Visitors seeking less expensive activities 11 44% 9 36% 1 4% 16%
# of Montanans traveling w ithin the state 7 27% 14 54% 3 12% 8%
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Help maintain M ontana s destination appeal 4% 4% 14% 79% 4.64
Strive to hire local people 4% 32% 21% 43% 4.00
Promote preservation of open space 11% 22% 19% 48% 3.93
Help prevent overdevelopm ent if against community values 7% 11% 18% 25% 39% 3.79
Maintain the character of Montana 4% 4% 18% 75% 4.61
Encourage all types of tourism developm ent 7% 11% 4% 25% 54% 4.07
Strive to reduce energy consumption 7% 14% 29% 11% 39% 3.61
percents may not add to 100 due to rounding
Bed & Breakfast: How h 
M ontana touris
Igh a priority is it for the  
m industry to....
j L I I / t l U  l l l l t  l U L u  [ J t U f J I t
Scale: l v e ry  low priority to  5 very high priority
Bed and Breakfast Summary
The sample size fo r bed and breakfast respondents, w hile small at 28, still provides a look into w hat happened in the  
industry and w hat they expect. Sixty four percent o f the bed and breakfast respondents experienced an increase in 
2010 visitation and of those 67 percent expect an increase again in 2011. Better m arketing and returning guests w ere  
stated as the  reasons fo r increases w hile the  business experiencing a gradual increase was the  main reason fo r expecting 
an increase in 2011.
Bed and breakfast respondents indicated th a t helping m aintain M ontana s destination appeal was th e  top  priority of 
seven M ontana tourism  charter related statem ents fo llow ed closely by maintaining the  character of M ontana. The 
statem ent, strive to  reduce energy consumption,  received th e  lowest priority rating by bed and breakfast owners.
Sixty three percent o f bed and breakfast respondents said they will m ake no changes to  the ir business in 2011, how ever 
15 percent o f the  bed and breakfasts said they will downsize or close. This is the highest num ber reported w ithin any of 
the  tourism  businesses in the  state. Bed and breakfasts are small establishments and many tim es run out of one s own  
hom e. It shouldn t be a surprise w hen B&B's close as the  owners move on to  the next step in th e ir lives.
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Bed & Breakfast Comment Section
M ontana, as w e already know Is an Incredible state w ith so much beauty to  offer. Those o f us th a t live 
here know and respect this and only w an t to  bring people here to  m ake It better and to  show It off. 
Some changes are necessary to  update locations but this doesn t m ean over commercializing  just 
Improving. Businesses should be able to  m ake Im provem ents th a t would allow them  to  offer more  
and b e tte r to  our com m unity as well as travelers.
Due to  Illness In the  fam ily since Decem ber of 2008 w e have had to  cut back our business...due In part 
to  lack of local available help
W hile  w e appreciate vlsltm t.com  being free  and funded by the  bed tax, our bookings have come from  
our own efforts and w e have seen little or nothing coming from  the M ontana Tourism and Recreation 
efforts. G uides/O utfitters, Fly Casting Clubs, our own new sletter and our own data base o f contacts 
have fueled our business. As long as th e  Missouri River continues to  produce the  blue ribbon trou t 
th a t our guests are catching, our business will continue.
W e  are hoping to  retire due to  health and fam ily pressures but the  devalue of our property makes 
taking a profit fo r our re tirem ent fund Impossible. Appraised Value Turnkey before Obamaism was 
$2.25 M illion ...now  only $1 .12  M illion
2010 was a down year but I th ink w e are now at the bottom  and It can only go up from  here.
Back In April It seemed th a t reservations w ere coming In at a slower pace than the  last few  years. But 
then June, July and August, w e had a surprising num ber of guests, and m ore than a few  w ho called en 
route or w ho rang door bell, or w ho called w ith  little  advance tim e. And finally, Septem ber and 
October have been terrific  months fo r us. W e  will run th e  numbers at the  end of October. Septem ber 
and October.
I Invested a lot of m oney In developing a new website w ith  a professional In ternet m arketing  
company. That has helped m e to  get new bookings the most.
W e  would greatly appreciate m ore prom otion of w in ter visitation and w in ter sports opportunities In 
Glacier.
The Billings area needs to  attract m ore large groups conventions such as the  Goldwlngers and the  
Harley motorcyclists. Also, the  tornado dam age @ th e  M etra  Is th e  cause of some drop In 
reservations In th e  area.
Our econom y Is a reflection of our consclence the Tea Party In case. Citizens are concerned about our 
morals, costs of goods sold and bought, and the rise of Islam to  nam e th e  top 3 I see and hear others 
ta lk  about. Decades of compromise on sound economic principles and morals has brought citizens to  
distrust and even hate th e ir governm ent. Schools raising barbarians w ithout m o ra ls w h a t Is a value?
A shopping term  and a m ath term  (the value of y l). Confusion as to  w hat a human baby Is, w hat a 
m arriage Is, w hat a fam ily Is, w hat tru th  Is, w hat a lie Is, etc. W e  may have a nice state to  visit, but 
w ithout a moral foundation, w e will surely collapse under our own decadence. In short, to  plan on 
how people will spend th e ir m oney. If they have It, Is optim istic. I don t spend because I don t have It 
to  spend. I ve low ered my rates but th a t doesn t help me since costs are still h igh gas, food, 
everything!! W h at do kids have to  look forw ard  to n o th ln g . They have been cheated out of a life by 
the  greed of the ir parents w ho took It all fo r themselves. God can t bless A m e rlc a lt has turned It's
45
' -
-
-
-
' ' 
' ' -
-
' -
back to  Him and He w on t bless A m erlca utter hypocrisy. If anything, judgm ent is deserved upon this 
nation th a t boasts and supports evolution the  psuedo science w ithout evidences In every fleld--l like 
science and use It to  expose the  con artistry of our educational departm ents at state level and In the  
public schools. I m ashamed of w hat America Is and prom ote a return to  soundness In all areas of l i fe  
spiritual, economic, education, work. I m In my late 50 s and I ve seen th e  decay o f the  quality of life 
and th e  character of citizens abandoning respect and fear of God 1 am a Christian w ho has been  
violated In my own state under the  ruse o f law m an s  law. W e  all know about the Infamous MPC and 
the  Power Brokers Enron . A few  thoughts as I prepare to  en ter the 2011 season and some content I 
ta lk  w ith  guests about.
All other comments
W e appreciate all th a t you do for the  Industry and th e  com m unities. M ontana thanks you I
Invite open m inded people. They re m ore fun than the  uptight conservatives afraid to  part w ith the ir  
money.
M y concerns are th a t W alm art and other business s provide free  parking are NOT paying the  bed tax  
th a t w e as a RV business ARE REQUIRED TO PAY this tax!
Need to  coordinate activities w ith M ontana Historical Society, Fish, W ild life and Parks, and 
D epartm ent of Transportation regarding maps and historic sites.
Tourism Is often a challenge and m any factors en ter Into th e  equation. However, because M ontanan s  
by necessity are resourceful business people, w e survive these challenges w ith  renew ed energy and 
vigor. W e  will survive, forge on, and becom e better at w hat w e do.
M ontana s biggest problem  Is Its anti business m entality. I had a custom er who was In the  oil 
exploration business who was laughing because he saw Governor Schweitzer on TV telling the  oil 
companies th a t M ontana Is open for business  He said M ontana was the  last place anybody In his line 
of business would come to  try  to  do business. He said there  are so m any hoops to  jum p through and 
restrictive regulations th a t th e  Governor can say w hatever he wants about being open fo r business  
but the  reality of the situation Is com pletely different. This state cannot survive on Its beauty alone, 
w e need Industry and jobs.
Reason for marking energy consumption as a low priority  To be honest th e  effort Is there , but just not 
enough people to  make It happen. I don t mean not enough willing people, just not enough people 
period. M ontana Is a big state w ith  few  people. Electric cars, and Items useful fo r urban living, does 
not fit In M ontana. Recycling Is too expensive, and the  efforts fo r biodegradable Items are lost when  
th row n In a plastic garbage bag. W ind, solar, and hydro pow er should be th e  focused green direction.
You are doing a super job  and w e appreciate all your hard work! M ary b.
Your first question set me back. Shopping Is one of our visitors top  3 activities yet w e as retailers  
aren t even m entioned In your list.
W ith  G reat Lakes direct flights to /fro m  the  Havre to /fro m  Denver w e beginning In Nov. w e expect an 
Increase In business both directions.
No m ore taxes please th a t continues to  help tourism
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